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Famous on the Georgia Scene i 




FIELDS OF COTTON present a breath-taking sight 
throughout Georgia's rich farm belt where other crops and 
livestock also add to the state's $600-million farm income. 
Also famous on the Georgia scene is WAGA-TV, the state's 
leading television station. Top CBS-TV and local program- 
ing, tallest tower and maximum power make WAGA-TV 
your best television buy in the Southeast's No. 1 market. 
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PHILADELPHIA'S GREAT STATION 
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Where spot buys are made 

34 M'oiit 87C'r of all spot radio and 



tv luiys eonie from four cities- .New 
L.A. Here's a percentage hreakdovvn 



This bank isn't afraid to sell 

36 'I'^viii City Federal skyrocketed deposits from .$13 million in 1941 
S265 million in 1957. The secret: radio, tv. hard-sell and promoti. 



Can you predict your Nielsen from Trendex? 

38 M'ONSOK Study slunvs Trendex and Melsen ratings differ significantly 
hy program type and suggests the danger of over-simplified formulas 
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In Upcoming Issues 

Complete — and final — fall tv schedule 

This month's Tv Basics will have a complete rundown on new fall net- 
W(3rk schedules with client and agency listings, complete program costs 

sponsor's sixth annual Negro Market Issue 

28 September special supplement will include marketing men's appraisal 
of the Negro market, its size and potentiah There'll he analyses of 
Negro station programing, sales and merchandising; case histories on 
local and national advertisers; market data on Negro population, income 
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': A \ hi h i\ i t\ t\ 

BE n KNOWN TO ALL 
MEN PRESENT. THIS 

IS CONFERRED UPON 

IN RECOGNITION FOR 
CONSISTENT AND D I S T I N G U I S H L D 
PUBLIC SERVICE TO THE SLATE 
OF ARKANSAS. AND ITS PEOPLE. 

coNfttneo a r 



Arnold Sykci. (Icfll. E.cculivc Ai- 
sistant to Arkaniai' Governor Faubui 
picionli Ciialion lo B. G Robcrlion, 
General Manogcr of KTHS. 




STATE OF ARKANSAS AGAIN 
MAKES AWARD TO KTHS! 



Ill April 19,)4. Governor FVaiicis Cherry awarded lo KTHS 
llie first "disliiigiiished .*er\ ice" eilalioii e\er Ixv-^lowed on 
ain a(l\ertisiiij: niediiiin hy llie Governor of Arkansas . . . 

Oil June 28 of lliis year, anollier Arkansas Governor — 
Iloii. Orval F]. Faubiis — -rave KTHS llie second award 
.•\er conferred for "Dislinpiiislied Piihlic Ser\ice." 

Hackhone of KTIIS's puhlie service prograniniinj: 
!!• the highly iinnsiial weekly show, "Can Yon Use 
Me?'^ — a joI)-|)Iacenienl service produced in co- 
opcralion Mith the Kniploynient Secnrily Division 
of the Slate of Arkansas. Since ils inceplioii in 
19.'53, joh placenienis from this program have 



Oiil-landiii;: I'lihlic >erviee . . . .Kl-KW sipnal . . . .iinl 
topnoldi local and ("H^ projrrain^ all eonihiiie lo in.ikr 
KT11> Arkansas" {:reale?l ad\erlisiii^ \aliie. 



KTHS 



50,000 Watts 
CBS Radio 



^vho 



2 729'r! 



averagetl 

hi 19.'56, KTHS also aired more than oOO lionrs of 
piihlic service programming (nol including news) 
— plus more than 13,000 pnhlic service annonnce- 
ments — more than 8187,000 in time cosis alone! 



BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 

Represented by The Henry I. Christal Co., Inc. 

Under Same Management as KWKH, Shreveport 

Henry Cloy, Executive Vice President 
B. G. Robertson, General Manager 




NATIONAL AWARDS (current) 

OHIO STATE UNIVERSITY AWARD 

First award in the national classification for a program 
directed to special interest groups 

HEADLINERS AWARD 

For consistently outstanding news reporting by a radio 
station 

RADIO TELEVISION NEWS DIRECTORS ASSN. AWARD 

For outstanding radio news operation 




LOCAL AWARDS (current) 

ILLINOIS ASSOCIATED PRESS AWARD 

First place —Best locol regularly scheduled news program 
Firtt place —Best local regularly scheduled farm show 
First place —Best local regularly scheduled sports show 
First place —Best local special events coverage 
First place —Best general excellence of news presentation 
Second place— Best documentary program 

CHICAGO FEDERATED ADVERTISING CLUB AWARD 

For local special features— Public service 
For local programs— Audience participation 
For local programs — Drama 



• THE MOST HONORED • THE MOST SPONSORED 

WBBM-RIIDIO 

Est. 1922 Chicago's ^AoM^manship Station 



CBS RADIO In Chicago*- rcprosonted by CBS Spot Sales 




199,251 Bill Wagners .. . 



WANE-TY 

FORT WAYNE 



In 1794, Gen. Anthony Wayne built a fort to fight the Miami Indians. No trace 
of it remains today, but its history lives on in the people tViat make up 
Fort Wayne, Indiana and the Fort Wayne television market . . . because 
people . . . not sites, make cities and markets . . . people like Bill Wagner, a 
skilled machinist in a factory manufacturing agricultural machinery. 

Prosperous hard-working Bill and his family are typical of the 199,251 television 
families that are the Fort Wayne television market . . . families that look to 
WANE-TV for their nbws and entertainment . . . families with 

buying incomes of over $1,250,000,000. 

Smart advertisers want to reach these 199,251 Wagner families. They do it over 
WANE-TV ^ the leading station in the billion-dollar all-UHF 
Fort Wayne market. Represented by Petty. 

Sources: 13 County Area ARB 2/37; TV Mag. 3/37 & 8/37; Copyrighted . . . Sales Management 1937. 



A CORINTHIAN STATION Kespojisibility in Broadcasting 

KOTV Tulsa • KGUL-TV Galveston, serving Houston ♦ WANE & WANE-TV Fort Wayne • WISH & WISH-TV Indianapolis 
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NEWSMAKER 

of the we<?k 

77ir nddilioii of lim nriv [irinriimls to llir 'J.'i-yar-dltl liiixsci 
M. Srrils sliof, (lu-nrr lo hr rnllril Kryrs. Muthlni X- J ours, 
Itir.) hriniis hmli lo ihr niiriiry fold Ediinrd li. Maddoii. 
irliosr viiriod riirct'r in ad i«'rlisiii;^ iinlii(h-s t-x in'ricmc in 
lU'liiork Irlrri.sinti ami I In' iiiysli'riinis land (if lnirt(Tftl liinc. 

The newsmaker: K.luanl I). Ma.l.l.Mi. ul,,, uill l„- ,„.•«.!. 

(lent of tin- in-w Kc\c>. Nhidtlcii \ Junes ii;:ciit \ . Iiow*. lo im uum in 
[lie (Icptli iiiul \iirict\ of ach crtisiiii; cxpci icucc. Tlioiijili lie will 
oprrati- ii> tin- iiiaikctiiii: and rcscan li cxpcit on tlic I\M\J manage- 
iiu'iit team, lii- know U'(l<;c of ti-lcv ision will iiilliiiMuc ki-\ <li-i i«.ioii>. 
'I'liis is more sijiiiificaul than it sounds, for (lie crntral coiucpt of 
the new aeencN "s operations is tliat lop nianajzenienl will pia\ a 
direet and active role in elient ad plaiiirni<:. 

Madden's t\ kiH)\\dn)U brackets i)otli spot and network, lie was 
\ iee pre-ident in eliar<;e of t\ op- 
erations and sales at WIC. dnring 
\ide(»"s transition into a national 
medium. Follow ing this he he- 
eanie e\eeuti\e \ ice president and 
<ieneral nianajier of Motion Pic- 
tures for 'i"ele\ision after which he 
went to International Latex as \ ice 
president. In tlie latter two joi)s 
lie was deepi) in\ol\ed in barter 
operations. At Latex he nejioti- 
ated and nuina>;ed the placement 
of what is still the higgest harter 
operation of tlieni all: the ex- 
ehansie of Matt\ Fox" RKO feature package for time to «.pot Latex 
commercials, now running for ahout a \ear. 

Madden won t reveal what Latex is ?pen(ling for the bartered time 
but he estimates that if he went out. cash in hand, to bu\ the tinu- 
in the conventional manner, it would cost SI 7.5 million annualb. 
This is an interesting calculation in \ iew of its i)reciseness and the 
fact that TvH estimates of Latex spending at the one-time rate add 
up to S2.8 millicm for six months of 19.57. 

Latex considers the mone\ well spent. Madden uses the word 
"enormous" in describing Latex' recent sales increases and sav- 
there is no doubt t\ triggered the surge. 

Though Latex is expanding it* barter deals i)e\ ond the top 100 
markets it is now in. Madden feels that, except for small operations, 
the i)ig barter deal lias seen its da\. "You've got to ha\ e good 
product." he said. "What'.s left but ParanH)unt"s package?" 

KM&J starts ofT 1 October with S15 million in billings fr oni the 
Seeds accounts I of which 40-45'f' go to radio-tv t plus another .Sl-2 
million expected to be announced sbortK . One big proi)leni Madden 
intends to tackle is seeing that t\ commercials that are aired are t\ 
commercials that sell, particularly important these da\ s. he said, in 
\iew of thin profit margins and high tv costs. Madden will lean 
1 hea\ il\ on research to solve this problem. ^ 






LOUISVILLE IGA 

> MOVES 20,000 
PRODUCTS IN 

I CISCO 

I I PROMOTION 

H. RUNYAN & SONS, Louis- 
ville IGA distributors, pulled 
over 20,000 entries in THE 
CISCO KID'S Nome-the-Pony- 
Contest — and eoch entry rep- 
resented the sale of an IGA 
product! They reported: 

""Our prestige has been 
raised cansiderably in all 
areas; our cujtomerj ore 
more IGA cansciaus We 
ore definitely pleased with 
our jponjorjh/p." 



JHE WORLDS GREAJESJ SAIESHAHI 

"THE CISCO KID" 
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iUo.W sif^riifiainl Iv and radio 

news of thr week with inlerprctalinn 

in dcfith for busy readers 



SPONSOR-SCOPE 
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S|int \\ iiiiiy lie Jiir for :i iiirr >\iii<lf:ill fr«>iii <hiy(iiii(> :i<l> (•rt)?'«'rs. Hen-'- tlic 
|ii«iiiio: 

!Mor<> and iiinn* <lrii<: :iinl <l<>t<>r<;riit iiuiiiiiriK-tiirrrs :ir<> liillin<: (licir protliu-lH :i» 
iiiiilti-|)iii-|)ns<> itriiis. For cxamijlr. :i u.ix miikcr u;ml< lii- >-IiiM<T-ii|)|)«-r to In- known ;i« 
a floor cleaner, loo. Iliis iiia\ lie fine -;ile-u ise. I>nl on llie U network'- il r«"Mills in |)r<i(l- 
iirt rnnnirts. A'? a s|ieeifie ea*e in |ioinl: 

(»«MUM-al I'\)n«ls' Ainrriran LaKraner iIi-m rilx-s itself Iiolli a^ a Miiiiif: and a- a <li-ler- 
jienl. Tlir iirtMorks ran fit il is as a liliiin<:. lint the <I«'Ier<;('iiI an^lc >m>iiI«I ii|is«-I 
ntluM- lulvrrtisrrs. 

So here's a l)ii<lj;et of uwv SoOO.OOO kiekiii'i aroinul liecan-i- a Imn-ewife aiuli- 
cnce is niaiulatory. aiul yet the tv networks can't acroinnioilate it nmler |iri-M'nt eireum-taiiec'-. 
?|)ot tluis could find some nice piekinps. ImukIs. too. are |io>»Kililr |ir(iH|))Tts. Se\ - 

eral alread\ <ro in for the ■i\vi\ el-jointed a|)pri)acli- iiotahK the citrus |)eo|)le who infer tliat 
their |)roducts are good for colds. 



iii|»aii_> e\|ilaiiie«l this >M'rk y>\\\ >»pot 
hoiinev as lliev oner >%m'. lie eite- 



The Cliira<;n |Kirtnrr nf a major rej) i 
Iv hillings out nf the Wiiuly City arrn"! 

these cases: 

• Kellogp (Burnett), which could he counted on for ahont million a \ear in s|)ot. 
is now totally ABC T\. 

• Seven Up (JWT). 2;ood for at lea<t SI..") million in spot, is s|j<)nsorinfr 7,<irn> on the 
same network alternate week'^ thi* season. 

His cheerful postscript: Sjiot radio hil lings are as solid as ever. 



IS more 



nf a relativ*' rather tliai 



Thf shiwdoMn in .spot tv nevrrlheh": 
alarming — thing. 

SPOXSOR-SCOPF this week asked three reps, whose -tation li-ts repre-ent a prett\ pood 
cross-section of the field, how their tv accumulative for the first ei;:ht month- of lO.iT coin- 
pared ■with a year ago. 

The increases averaged out to 9.2^^^. 

For radio, the average was 31%. 



A shaken Dancer-Fitzgerald-Sani|)le liniehnyer this Meek told of his eueonn- 
ler Milh so-called radio '"fringe lime." 

He phoned a station, and .... 

TIMEBUYER: What's availahle in something around 9:30 a.m. acro-^ the hoard? 
STATION: \^'e"re loaded to the hrim in early morning, hut 1 can gi\e \ ou a schedule 
around 5:30 a.m. 

TIMEBUYER: It sounds much too earU. hut what's the price? 
STATION: The same rate as at 9:30. 
TIMEBUYER: Fantastic! 

STATION: No. realistic. Our i)rice is geared to the demand. 



Bristol-Myers Mill he hack in radio the first of the >ear >*ilh at least a -SoOO.- 
000 hndgel. 

(Tlie drug-toiletries manufacturer was on NBC Radio's News \round the Clock for a 
while this rear.) 
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SPONSOR-SCOPE contmunl 



Tlic NAKTB uiivcilod its plan for a (■(tiiiit)-lty-roiiiity aiidil (»f l\ slalioii cir- 
(•iilali(»ii ;il a lejriuiial inecliii"!; in Schriicrlacly this week. 

Tlic basics (»f the plan (svliicli was field Icsled in I'alcisoii. \. J. and High Puiiil. 
N. C. I aiT 

• Mcasuieiiienl will lie via tidephoiie imer\ 

• \n\ home that views a station IS minutes (»r ni(»re in any day will be considered 
a unit (»r daily circnlalicni. 

• An\ home thai \iews a station lo niinntcs (»r ni(»ri' continntuisly a \>eek will be 
deemed a null of weekly eirenlali(»n. 

The audit ser\i(e will be supplied to stations on an annnal hasis. with the cost per 
-tation langinjr between !=;1.100 and ?;2.i.()00 (for an avera<:e of S4..jOO per station). 
The plan will he presented to at least eight regional meetings. 



Slenderella. >\liicli is reaeliinji out into the products field, will l»e spendin<i 
o^er SI- million the next year — ah(»ut 85% of it in nir media. 

The spot timetahle will go something like this in terms of products and starting 
dates: 

The salons: ImmediateK. five \.\ spots a week on 10 stations in 11 markets. 
Slenderella Bread: Presentls testing in Detroit, but gradualK will go national — most- 
1\ tv <pot. starting in October. 

Slenderella Cook B(»(»k. Brag, and Girdles: Radio exclusix el\ . starting in Decem- 

fjer. 

Slenderella Xon-Fnttening Jelly: Spot t\ . beginning in JanuarN. 

The companx meantime wants some network fare. too. The prohlem here, though, 
is waste coverasje. It needs onK 87 markets. 



Tv foothall has hcconie a highly salcnhle and merchandisahle counnodity he- 
cause it's a jiood attracti(»n for the entire family. 

That's one of the big reasons wh\ \BC TV has loaded itself with at least lo football 
broadcasts this season. 

For an insight into the andieiice composition of foothall. note this ARB hreak- 
down for five representative games last year: 

GAMK Mi;n women CIIILDRE.N 

Big Ten .52 28 20 

TCr vs. Arkansas .55 29 16 

Iowa Ns. Minnesota 55 80 15 

Alich. State vs. Minnesota 58 81 16 

\rm} vs. \avy 58 31 16 

\YER\GE 54 30 16 



Stanley Pulver this week took up at Colgate where he had left off several 
months ago at Lever Bros: media supervision. 

His post is in the toiletries division. Print as well as the broadcast media side are in 
his bailiwick. 



NBC TV thinks that the past week's meeting with its afTdiates advisory com^ 
mittee will bring rewarding results in one respect: 

It will get better cooperation in clearing time for its Today and Tonight shows. 

The network sa\ s that it has (juite a number of prospects (including Sclditz and 
Pabst I in line for Tonight sponsorship, providing enough stations can be brought into 
the line-iip. 

The excuse affiliates have offered is previous feature film e(»mmitnients. 
Billings for Toda^ have been running ?1.5 million behind the previous gear's take of 
^7.5 million. 
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SPONSOR-SCOPE continued 



'V\u' l< :i<lrr of llir <>l*l nrluork ni.Iio ^iiii;; ..I .1 <lr. ;i.lr .1;:.. — V i\ V. — k 
llir loM ;,-;iiM h,m ur. k {^.hh WW). 

ill.- iiiii)lic;ili..ii> ..f ill.- r\nii \MTr ;;r.Mlrf ili.iii ili. ui.l. r ni\..l\r,l Ml ilmtx .m.l 



!.i\-sc( nii(l iniiioiincciin'iils |M'r \m 


rrk. for 






II It \M 


iH llir first picrr of 1' 


VC(; network r 


iKlio 


liiisinoH ill ;<liiio»t 


:i Iijiir \(';irs 


: iind 








21 With 


I* v\ C .ill l>ut on.' of |li<- ir> lr:i 


.l. r- . 


if I9U( ii<:iiiM :ir<- <i 


work lints. 










Ilcri's ;i 


ijuitk |)iiliirr nf wliat 


lia> Uk.Ml pla.r; 




1 1 HHF N 1 I.V 1 ^I\<. 


1 


I•:I{•n^^•.n 
l'r...l,., & Caii.Mc 


\It< 


( it^ 


\1Its MM 
\ 


2 


.^tcrlinj: Dm?: 




\ 




W 


Cfiicn.l Mills 




\ 


\ 


I 


General Foods 


\ 


\ 


\ 


,1 


Gillelte 




\ 


\ 


0 


Miles Lal)onitorir> 




\ 






Cani|)hrll Soiin* 










Le\cr Rrf)s. 




\ 


\ 


'J 


Lipgell & M\er> 




\ 


\ \ 


10 

11 


\incri(an Home 
Colfiate 




\ 
\ 


\ 


12 


K. J. ricMiolHs 


\ 


\ 


\ \ 




Pliili|) Morri? 




\ 


\ 


14 


Swift 




\ 


\ 


15 


General Rlr. trie 






\ \ 



*Cani|)liell Soiij) fnid- it nioir exjjedient to use -jjot radio Ix-ran-e it lend- it-elf in llie 
company's eurrent regional needs in l»elialf of new l>rand<. 



V^'lml rntired Viki) haek inl(i nrlwork riidio." 

This was the backsround: 

• Not long ago Coni|)ton did ;i slnfl> wliieli sliowrd llial :i -epineiil of llie popn- 
Intioii w:is not hcin^ eoverrd by oilier niedin for a |)arti(nlar I'vKG |)r<idnri. "^i. ii wa- 
-uggestefl that this hole eoiild he plugged uj) with raflio (the |)rodiiri \\a- ("-leeini. 

• The next stej) wa- to determine how this he*l rf)uld he done. W\C Katlio signaled 
it liml the niiswer ;iml ^ot tlie mid. 

\ote this ahont reecnt network pnrcha-e-: It wn^n't iiinnher» alone that rlinrlied 
the deal*. \umerieall\. Xielspn'* Radio Index -hows thi< -liiditU /i2-zaL' jiallern of home- 
using radio per average minute: 

PERIOD 6 VM-6 PM MON FFxI 1 PMMIP -•1N <VT 

Jan.-April 1957 6.363.000 home? 1 l-S.-^^r > 1.03.3.000 home< > 

Jan.-April 1956 6.667.000 " (14.2^) 1.351.000 " i9.3M 

Julv 1957 5.184.000 " (10.8^.) 3.684.000 - 1 7.7^r 1 

Julv 1956 5.664.000 " (12.0^^1 3.007.0OO - (3.5^-'^ 

5o otlier iiigredieiit-i figured in the ?ilnalioii — iiotnMy inijiart and ro\prnge. 



\^ lien agencies look at tlie finytinie programing leclniifpie* of llie tliree raflio 
network?, tliey get tlie?e flash imi>rcs?ion'* : 

.\BC: Gives the housewife the sort of entertainment -he like- a- hnckgronnd for her 
chore!* and moment- of relaxation. 

CBS: Load em with soaji opera? and tickle em with middle-aged «poofer*. 

NBC: Balance the diet with drama for relaxation and mn*ic for work. 
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^ SPONSOR-SCOPE continued . . 

i ^ 

Aiiotlur recognition of railio's resurgence: IIS BBDO aecounl executives 
\vill have an opportunity to get the lowdown on what's happened to the medium at a 
hiiicheon being spread at the agency this Wednesday (25). 

This type of hosting is without precedent in the business. 

Netw ork people invited to tell how radio can now be bought and used : John Karol and 
Frank Neshitt, CBS; Joe Culligan, NBC; Bob Eastman, ABC; Paul Roberts and Hank 
Poster, MBS. 

BBDO's radio-tv director Herminio Traviesas will preside. Hill Ifoflfman, the 
agency's radio coordinator, arranged the event. 

Like radio, network daytime tv is on a bandwagon. 

And like radio, it isn't the statistics alone that brought success. Set tune-in per 
average minute this year has gone up about 23%; but NBC TV this fall will have double 
the daytime billings it had last year. 

The zip behind the rush comes from these additional factors: 

• Rising nighttime tv costs. 

• A tendency among the bigger advertisers to pull some of their dollars out of night- 
time to reduce the risk created by stiflfer audience competition among the three net- 
works during prime hours. 

• An inviting cost-per-lOOO-homes per-commercial-minute in daytime tv. with 
NBC TV averaging around Sl.65 and CBS TV S1.85. 

Where has NBC TV's new daytime prosperity been coming from? Here's a list of the 
^ponsors the network has signed up the past six months: 



ADVERTISER 


EXPENDITURE 


Procter & Gamble 


$6,000,000 


Lever Bros. 


3,000,000 


Chesebrough-Ponds 


2,200,000 


Sterling Drug 


1,800,000 


Minnesota Mining 


1,500,000 


S.O.S. 


1,500,000 


General Foods 


1,400,000 


Mentholatum 


1,000,000 


Dwight & Church 


600,000 


Drackett 


500,000 


Dixie Cup 


450,000 


Lanolin Plus 


450,000 


Pharmaco 


450,000 


Lehn & Fink 


450,000 


Welch Grape Juice 


400,000 


Park & Tilford 


300,000 


Gossard 


150,000 


Star-Kist 


150,000 


TOTAL 


$22,400,000 



Norelco electric shaver has arranged for this mixed package as a six-week pre- 
Christmas promotion: 

• S64.000 Question: 2 weeks major sponsorship and four weeks minor mention. 

• Walter Winchell Files: 4 weeks major sponsorship and six weeks minor mention. 

For other news coverage in this issue, see Newsmaker of the Week, page 7; 
Film-scope, page 53; Spot Buys, page 58; News and Idea Wrap-Up. page 64: Washington 
Week, page 87; sponsor Hears, page 90; and Tv and Radio Newsmakers, page 96. 
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The Twin Cities find the range on good radio 
and advertisers find the range on the Twin Cities 
with first place WDGY 

WDGY's cookiiuj un hunurs: 

lloopn-: WIXIV is first witM :{! 1 ' , of tlic <Ifi\ l iin.- ;iii.li.-iic- (7 p in. nvcr- 

ii^'f). .Moiul;iy-S;it iiiila\-. .Iiily-Aii;:iist. 

Tnnihx: WDGV Iims liil.f)'; jiv.-ni-.' sluin- ..f .iiMliciirr. 7 iii. C |. m.. .M()ii.l;.\ 
tlirnu!.'li Siltiirtl.iy. 

I'ldsc: WDCV li;is IS!) first phicc (|iiiirtfr Iimirs ji^r.-iiiisi I'Js for the n.-xt st;iii..ii. 
Advfrtiscrs iiro f:ipitiiliziii<: merrily on this h\rr 

fliiiiijrt* ill Twill Cities riidio listcniii-r. WUCjl 
Want to do some eiipitiiliziiiir ? Sec .John I51air "iojido icdtts 

. . . or WDCV (JeiKM-iil Maiiii-cr .la. I< Thayer. Minncapolis-St. Paul 
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Mark this marke 



on your list... 



CENTRAL AND SOUTHERN ALABAMA is the home of 
1.000,000 people in 35 counties — o»e-//nVr/ of 
Ahibama's population and retail sales! 

You reach this big and growing market only 
through WSFA-TV's maxinuiin-power VHP' 
signal. You cannot cover it A\ith any other TV 
station or combination of stations! 

Mark Central and Southern Alabama on your 
list... and buy it with WSFA-TV! 



WSFA-TV's 35 Alabama counties'* 

Population 1,093 

Retail Sales $ 741,6371 

Food Store Sales $ 1 84,927 f 

Drug Store Sales $ 21,859 

Effective Buying Income $1,062,69C 

* Does not include 3 Georgia and 3 Florida bonus coi'- 

Source: Sales Management Suney of Buying Pi 
May 1957. 




MAJOfi MAfiKET LIST 



New York - New Jersey - Con 

«-t.aI and NortH '^ew Vo.k CU, 

ivorthern ^ 



«-t.aI and Northern Texas 
Southern California 
Oklahoma 

Indiana -Kentucky" 

[ ^^--onsin - Indiana 

Pennsylvania m 

- New Jersey 



ALABAMA 



^^^^-3 - Forth ^.orth 
Los Angeles 
^-laho ma City 

montgomeS? 

^^^"^"^^tersburg 

Cincinnati 

Chicago 
Philadelphia 



WSFATV 



MONTGOMERY 

Channel 12 NBC/ABC 



The WKY Television System, I 
WKY-TV and WKY Oklahoma C 
WTVT Tarrpa - St. Petersbu 




SEUS! 



78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC 0-&-0 in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, "the best ever 
to do the role." See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 





Television Programs of America, Inc. 
468 Madison Ave., N. Y. 22 • PLaza 5-2100 



Timebuyers 
at work 




Bill Bushway, AlacManu^, John Adams. Bloomfield Hilk Mich., 
reports that the ageiic\ recently bought a short-term saturation 
schedule for the Saran Wrap division of the Dow Chemical Co. and 
decided to measure its effectiveness. '"With the cooperation of the 
stations and their reps, we were able to conduct an interview survey 
at chain stores," Bill says. "Over 
2.000 returns were received from 
39 marketing areas. The surve) 
showed the powerful impact of 
television even with a short-term 
schedule. Over 50'^ of the per- 
sons interviewed were aware of the 
new Saran Wrap package and ap- 
proximately IS^f actually pur- 
chased this new package during 
the campaign. Television created 
substantial public recognition as 
well as demand for the product. 
Both the client and the agency were satisfied with the results." Bill 
is also tiniebuyer for the Agricultural Division of Dow. He'd like 
stations and reps to provide more facts on concentrated farming 
areas — accurate county figures and specific farm population data. 
"The only statistics now available are from the 1954 Agricultural 
Census and these are outdated and inadequate for present buying." 



Ed Tashjian, Emil Mogul Co.. New York, tiniebuyer for Tintex 
Dyes and Esquire Shoe Polish, wonders how many timebuyers can 
answer these questions affirmatively. "How many times have you 
visited markets, stations, retail and wholesale outlets even on a vaca- 
tion trip?" Ed asks. "Have you heard and viewed the gamut of the 
radio and television programing 
on stations in your own market? 
Do you study the complexity of a 
market and endeavor to discern its 
J basic character and personality? 
Have you used, or at least famili- 
arized yourself with, the products 
I and ser\ ices you represent? Have 
you tried to visualize the amount 
■ of mone\ \ou spend though not a 
I penny of it passes through vour 
] hands? Have you placed sched- 
ules without the exclusive use of 
ratings and slide-rule computations? Have you attended and par- 
ticipated in meetings with clients and account men? Have you read 
the fine print on a standard AAAA contract form?" Ed feels that the 
answers to questions like these are a measure of a bu\er's effective- 
ness and of his imagination as well. "Buvers. too." he says, "must 
use 'depth' to complete their evaluation of stations and markets.' 




I 



SPONSOR • 21 SEPTEMBER 1957 



bftrt )iU C Slilli. Silej Mp.; Russell W McCortli. AuJilw: IIi^iikkkI H ilodjefs. Chid Enjiinr 



>>t»Ili temi I ■\^) tnra tn i Mp . Hit-' 1 



8 Who Sell Detergents, Milk, Brotherhood 



C r Symphony, with a deficit of $325,000, may have to close. 
^; can we sell the public on the need for immediate help?'' 
1 is detergent is new to your market. What's the best way to 
utduce it and get dealers to stock it right away?" 
b have a limited budget. We want to reach housewives . . . 
n show results in a week." 

f- w can we effectively sell beer? Milk? Toys? Swimming Pools? 

'coitalization? Mattresses? Brotherhood?" 

he 8 men— along with their experienced staffs— face prob- 



lems like these every day. Their knowledpe and underst-anding 
of America's 8th market with its I' l million TV homes, and 
their 100 years of broadcasting experience, all help in solving 
such problems. 

They have an occasional strike-out — but the batting aver- 
age is pretty high. You can see the results in ratings, in sales 
success stories — in the high regard the community has for 
Channel 2 — the Pittsburgh Area's No. 1 Station. 

What's your problem? 



CHANNEL 2 IS NO I JkiN PITTSBURGH Jg^^ 




WESTINGHOUSE BROADCASTING COMPANY. INC. 

RADIO-BOSTON. WBZ+I*BZA • PITTSBURGH. KDI«« • CLEVELAND, Kr«f • FORT WAYNE. »0«0 
CHICAGO. WIND • PORTLAND. KEX TEUVISI01 BOSTON. •BZ TV • BALTIMORE. »)Z TV 
PITTSBURGH. KDKA TV • CIEVEUNO. KYW-TV SAN FRANCISCO. >I>IX 



WIND REPRESENTED BY AM RADIO SALES • "JZ-TV REPPESENTED BY BIAIR TV • n»IX BEPREStNTED BY THE »ATZ AGENCY. I1C 
All OTHER WBC STATIONS 8EPRESENTED BY PETERS. GPlfFIN, •OODHARD. INC 



HIGH VALUE 
MARKET 




OFFERING 
OUTSTANDING VALUES 
IN 




The great Columbus. 
Georgia Metropolitan Area with its 
ideal test cross-section of Fort Ben- 
ning, Ca., — the largest Training Ccn- 



' Coverage 

A total of 53 Georgia and 
Alabama counties completely 
dominated in Pulse Survey May 
1957. Top 50 once week shows. 
Leadership in 449 of 451 quar- 



RADIO PEK^ATm 



WRBL— over 54,420. Sta 
tion B— 34,940. Best buy 
day or night, weekly oi 
da:iy is WRBL (NCS No. 




Community confidence and siles results are proven 
by a con.inuously growing family of local adver- 
tisers. Your rioliingbery man has proof of local 
preference for WRBL. 

WRBL 

AFVi-FM-TV 

COLUMBUS, GEORGIA 








h 





by Joe Csida 



^ sponsor 
.jackstage 

Jack Paar vs. feature film 

Last December at the brijiht, new and almost 
incredibly lush Americana Hotel in Miami 
Beach, when General David FarnofT ga\e his 
son, Bobby to the NBC affiliates as their new 
president. Bobb\ (among other items I sr 
the battle cry on a war \ et to come. W ell, it has 
come. It is the struggle of live network televi- 
sion against feature films. And though Bobby 
could not have known about the specific situation last December, an 
historic engagement in the war. involving NBC, is now joined. 

The networks, said Bobby in Miami Beach, must not permit tele- 
vision to become a neighborhood movie theatre, featuring old Holly- 
wood films. The affiliates, suggested the new NBC prex\. owe it to 
themselves, and to the medium to keep television predominantly live. 
Now — after laying one of the gaudiest eggs in late night tv history, 
with a Tonight show featuring "America After Dark"— XBC has 
come up with a real live late-night smash hit in the new Tonight, 
starring Jack Paar. As pathetic as the Paar predece5ser show was, 
just so charming, relaxed, entertaining and appealing is the new 
Paar Tonight. Such eminent and tough critics as Jack O'Brian 
(Journal-American). Ed Sullivan (News), Ben Gross (xXewsl. Dick 
Kleiner (NEA), Janet Kern I Chicago American). John Fink I Chi 
Tribune I. and all of the trade press, plus Time, et al ha\e raved over 
the King of Comedy and his various regulars and near-regulars like 
Dodie Goodman. Hans Conreid. Hugh Downs. Betty Johnson, etc. 
Yes, the show is definitely the surprise smash of the season. But it's 
very existence is threatened by a simple economic fact. 

Film investmenl demandi* time 
Too many of the NBC TV affiliates in too man) ke\ markets ha\ e 
such staggering in\ estments in Holh wood feature film libraries that 
they insist the) cannot carry the Jack Paar Tonight show. They 
must, they insist, recouj) their hea\ y feature film in\ estments. and 
one of the prime periods during which they may do so is the 11.15 
p.m. to 1 a.m. time occupied by the Paar troupe. It's reported that 
10 of the 56 basic markets are not carr)ing the show. These now 
include such areas as Cleveland, Houston. Boston. Indianapolis, 
Miami, Pittsburgh and Schenectady. And it's reported that in the 
next few weeks, still other ke\ markets, readying new feature film 
series, will be dropping Tonight. KROX-TV, the San Francisco out- 
let is said to be included in this grouj). 

Yes, the battle is joined, and XBC TV is bringing all guns to bear, 
and most intelligenth . One of the biggest guns, fortunately for the 
web, is the personable Mr. Paar, himself. It aj)pears that not only 
is Paar one of the smoothest, most ingratiating stars on the current 
television scene, but also one of the most intelligent and realistic of 
video's salesmen and business men. Thus — last W ednesda\ evening 
Teddy Bergman of McCann-Erickson and I went to the XBC-TV 
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THE 
BIG DRAW 
IS 




JENE AUTRY TO CHAMPION YOUR PRODUCT! ROY ROGERS TO TRIGGER YOUR SALES! 
<ow, WRC-TV's newly acquired library of full-hour Roy Rogers and Gene 
\utry feature films will bring new appeal to the choice family viewing 
ime between 5:30 and 6:30 pm in the nation's Capital. Each Monday 
hrough Friday, these hour-long, complete western dramas will delight 
'nd excite Washington small fry... and keep their parents watching 
jnd humming the songs these stars made famous the world over. 



I 



There's every kind of appeal -from singing to gun-slinging-in these 
all-time western favorites. Pack your product on the saddle of Roy 
Rogers and Gene Autry ... for the biggest, fastest draw in Washington! 

Call in your NBC Spot Sales representative for details of participatioa 
^ P Q - jy . 4 WASHINGTON. D. C, SOLD BY (m) SPOT SALES 



Sponsor backstage continued . 



114% MORE audience 
than Station B ALL DAY!* 



WILS 



Mar. -Apr. '57 Hooper in Lansing Shows 
MONDAY THRU FRIDAY 



7:00 a.m. -12 noon 
12 noon-6:00 p.m. 



WILS 
61.4 
53.7 



Station B 
23.5 
30.1 



5000 

IIVEIY WATTS 



MORE listeners than all other 
stations heard in 
Lansing combined 

*Mar. thru Apr. 
average C. E. Hooper, Inc. 



Represented Nationally 
by 

Yenard. Rintoul & 
McConnell. Inc. 



closed circuit full hour color show, previewing its new fall line-up 
for the affiliates, agency people and press. The key emcee, replacing 
Steve Allen, turned out to be Jack Paar. And he did the same ex- 
cellent job of low-pressure, soft and subtle selling that he does nightly 
on the T onight show. He talked directly to the affiliates, and it's to 
be hoped he won a few friends and converts. 

Today (as this is written) NBC starts a three day meeting with 
its tv and radio affiliates. Tomorrow (Thursday) at the banquet, 
Jack Paar and key members of the Tonight show will supply the 
entertainment. It can be written before the fact that Paar and his 
people will entertain the affiliates. Again, however, it is to he hoped 
that he will be able to persuade them to stay with and/or pick up the 
show, and to work out their feature film problems in some other 
manner. 

Offer show to non-afTiliates? 

I'm very certain that NBC TV brass in programing, sales, station 
relations, and every other department are readying every conceiv- 
able form of ammunition for this early battle with the feature film 
foe. It seems to me that the web has some very strong ammunition. 
To begin with I have the feeling that in markets where the Paar 
Tonight show bucks feature film opposition on competitive stations, 
over a period of time, the Paar ratings will top the old movie rat- 
ings. Should the NBC research boys be able to come up with facts 
of that nature it would surely help. 

I'm fascinated with the purely speculative notion that some way 
may be found to permit a non-NBC affiliated station to cany the To- 
night show, in key markets, where the NBC affiliate has turned it 
down. In other words, on a specific show and situation of this kind, 
is there anything very wrong in the idea of the NBC affiliate having 
a first refusal on the show — and in the event the affiliate exercises 
the refusal, permitting the show to be carried by another station. 

I believe that the Paar show has one feature, which may turn out 
to be vitally important to its advertisers, and which most feature 
film programs will lack. That is the show's star, himself. I believe 
that Jack Paar will turn out to be not only one of the outstanding 
stars in the medium, but that as a salesman, as a representative of 
the sponsor or sponsors of the show, he will be just about ideal. I 
think his warmth and sincerity will he just as effective in selling 
merchandise, as it is in selling himself and the other members of the 
cast of the show. 1 hope live network television wins this particular 
engagement in the war against feature films. There will be other 
battles between live network and feature films, and it won't be too 
bad, if the feature film side wins some of them. But this one. this 
Tonight battle, is important to tv as a whole. I hope the affiliates 
will find some wav to carrv the show. ^ 



Letters to Joe Csida are welcome 

Do you aliiays agree with ivhat Joe Csida says in Sponsor 
Backstage? Roth Joe and the editors of sponsor iviU be happy 
to receive and print your comments. Address them to Joe 
Csida, c/o SPONSOR, 40 E. 49</i, A'ei^; York 17, New York. 
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It happens every night! 



Seven days a week, Warner Bros, features top 
those of major film companies on competing stations 
in Huntington, W. Va. There, nearly two-thirds 
of all sets in use are tuned to wsaz-tv from 10:30 
to sign-off (June ARB). Actual share of audience for 
Warner Bros, features is a whopping 64.2'~c — more 
than double the 24.9^c for features on Station "B" 
and more than five times gi-eater than the 10.9^0 for 
those on Station "C". No surprise, this ... for 



Warner Bros, features have a habit of dominating 
the picture in markets all across the countn,-. 
To see how quickly they win the greatest share 
of audience in vour area, write or phone: 

a.cip; 

Dtstriiuiori for Auociatfa ArttUi ^| Pro^wttont Corp. 

SiS MaatJon Art M frrat Hta e-t3!1 H NEW YOMK 

7S E Wtukir Or . nEa'born t-SOSO H CHICAGO 

1611 BrtanSt .RlttTHitT-SSSS M DALLAS 

9IIOSvnja Bird . CRtssrlru 6-SSS$ LOS ANCELCS 



Famous on the local scene.. 




yet laiown throughout the nation. 
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STORER BROADCASTING COMPANY 




WSPD-TV 

Toledo. Ohio 

WSPD WJW 

•ol»do, Ohio Cleveland, Oh-o 



WVUE 



WJBK 

Detroit, Mich. 



NEW YORK- 625 Madlion 
SAIES OFFICES CHICAGO— 230 N. Michigan 
SAN FRANCISCO — 111 Sunt 



WAGA WIBG 

AHonla, Go Philadelphia, Pa 

Avtnut, N*w Yark 22, Plata 1-3940 
Avenu.. Chicaga 1, FranVlin 2-M9t 
r Str»»l, Son Ftancitca, Sutt»r l.t6«9 



(SORT OF A SUCCESS STORY) 

las a new real estate show. It's called "Opeji 
House." Builders and developers buy time and sell houses. 

*^^rrific idea . . . 

^^ne problem, though. We can't keep a sponsor 
on the show. 



I 



t sells them out of houses too fast. 



I t's really our fault. Some ambulance chaser in the 
sales department had the bright idea of an escape clause 
for any sponsor selling all his houses within four weeks. 
So, we're losing sponsors right and left. 

We don't like to bother you with our problems, 
but we would suggest as follows: 

If you've a product — not just houses, 
but any product that's in normally long 
supply— something you won't run out of 
in four weeks or so — put it on KTTV. 

^^ur Blair-TV man has the necessary contracts with the 
4-week escape clause carefully inked out . . . 



Los Angeles Times-MGM 
Television r 1 

Represented nationally by BLAIR-TV 



49th an< 
Madisor 



Tv merchandising 

l^lease he assured that Proctor Elec- 
tric Company is most appreciative for 
your recent article on our successful tv 
merchandising. 

SPONSOR did a splendid job assem- 
hling facts and transposing them into 
interesting reading. The article is be- 
ing distributed throughout our or- 
ganization and to our customers. 

William Y. E. Hambo 
advertising manager 
Proctor Electric, Phila. 

The barter menace 

This letter is to express rueful admira- 
tion for the excellent work by your 
staff in the story "The Barter Menace" 
in your August 10 issue. 

I say "rueful" because we represent 
several clients who would much prefer 
not to have the story in print. And 
my admiration derives from the fact 
that the story is a wonderful example 
of reporting in depth, taking not only 
surface phenomena but probing behind 
into causes and motivations, and inter- 
preting phenomena not only in the 
light of their history but in terms of 
their probable future. 

\^'ith all. it was beautifulU written 
and presented. 

\ame tcithlteld at 
request of tvriter. 

Macy's branch signs 52-week radio 

As you know. Macy's has stores spread 
across the country, under different 
names. 

In Atlanta, the Macy's is called 
Davison- Faxon's. It is Atlanta's sec- 
ond-largest department store ( next to 
66-million dollar annual gross Rich's). 

Davison-Paxon has just signed a 
firm 52-week contract to use our radio 
station, to promote the store. 

Since Davison's is a division of "The 
World's Largest Store. " we think that 
this sale is newsw orthy to the radio in- 
dustr)-. We hope that you do. too. 

George R. Oliviere 
exectitive director 
WGST, Atlanta 

Television case history 

During his visit to Australia, ]?ob Salk 
of Screen Gems mentioned to me that 
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ail aiticlt' wiis piihlislu-tl in si'(iN>()l( 
M)iiu' 6 I.) 10 months j.^o nnIiIcIi Nvonid 
of jiient intcrol to n- here in 
An>.lnilia. 

Tilt' article rcfcrrt'tl to ca^c lii>lorie> 
t)f 15 and M Beans and if \ uii can ad- 
\isc of the date this arlich- appeared. 
\NC runld have it checked throiij-h our 
own lihrary of Sponsor puhlicatioiis. 

All) other inalerial or reference in 
this regartl will certain!) he most ap- 
preciated by lis here in Australia in 
re-iard to television. 

llarr) W'oolf. 

Manac^iriii Director, 

Goldberg Advertising, 

Sydney 



Tv Radio Basics reprints 

Again I would like to express ni\ 
appreciation for Part 2 of sponsor's 
lltli annual TV Radio Basics, as puh- 
li>hed July 21, 1957. 

1 lia\e been afiilialed with the broad- 
casting industry for many )ears and 
I believe, as a sales aid, the informa- 
tion contained in your publication is 
the finest available. I would like to 
congratulate you and your stall on the | 
service \ ou render to the broadcasting 
industry. 

During the past year I distributed 
more than 150 copies of Radio Basics, 
and would like to again distribute these 
to clients and agencies in our area. 

Gaines Allen, sales manager. , 

IFEZB, 

Birmingham, Ala. I 



.n rrqu,sl. FUni 
SPONSOU S.'r^il 



. ItHsics 
E. Wth 



News gets around 

1 want to express my thank> for the 
write-ups in the 27 July issue I T\' and 
Radio Xewsniakers) ... I have heard 
from many people that they saw the 
article, but I knew long before that 
of the continued and growing success 
of SPONSOR. 

SPONSOR continues to be outstand- 
ingly good and. if possible, seems to 
improve all the time. I am sure the 
industry is most appreciative of the 
outstanding job that you are doing and 
)ou know that I wish you every con- 
tinued success. 

Jerry Glynn. 

Miduestern manager, 

AM Radio Sales. Chicago. Mich. 




BEST IN THE FIELD 



The "joy" in our own "mudville" knows 
no bounds — performance and 

showmanship have clinched us a 
pennant in the ratings league! We've 
got the No. 1 spot morning, noon and 

all-night — so we suggest you offer 
South Texans the products they prefer 
on the station they have favored for years! 
See your H - R representative or 
Clarke Brown man. 

860 kc 5000 waffs 



SAN ANTONIO 



Radio 
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Tliii-ly yeai's Ioj^cIIum- as one of Ann'i-ifa'> 
lu'sl-lovcd foincdy U-anis. AM OS 'N' AXDV 
are l)i.u:^L'i- and Itcllci- than ovci* in llicii* 
l'iin-i)ackt'(l syndicalt'd slmmcs. Sirii)i)t'd at-i-o.s.-- 
llie hoard. Iho 7S half-houi-s an* allraclinti: 
hii-^e {Uiijt 'nnc auditMux'S in such major inai-kcis 
as New Yoi'k. I'hihideli)hia.Si)rinKlield • Ma>s. i , 
Washin^aon. D.C. and I'l-ovidcncc. And in 
Hallimoiv. the show is eonsi>lenil\' the lop- 
raled niulli-weekly show on Ihe aii*. A.MOS 'N' 
ANDY rale hi,u:h with uiijlitt 'nn> viewers, loo. 
in a wide vai-iel\'of niai'keis: Deii-oii i IT.Ui. 
Jackson. Miss, i 31.S i . .Jojdin, .Mo. <:i().(h and 
Mohilei 2:).7 I. NalurallyAMOS'N" ANDY arc 
advei*lisei"s' favoi-iles as well . .. Food Fair < now 
in ils ihii-d year of conlinuous sitonsoi-shij) i , 
National Home Fiirnishei-s. P>rown vJ^- Haley 
Candy, Fidelity Federal tSr Security Life 
I insurance) and Kroijei" Food Stores, to mention 
a few. Vov hats-olT results in your area. huy... 



©CBS TELEVISION FILM SALESJNC. 

Oh oj-inNewY rk 1. «> Ance <«. D tr it.B . n.> n Fnn m. . 
Chi.-ag. St. I. uw n ll.ij., Atlanta. InC nad : S. W. Taldwc 1. 1, d. 

■ I • .-t r ir^ 




REPRESENTED BY CBS RADIO SPOT SALES 



News and vieivs for women in 
advertising and wives of admen 

^ Women's week 



How to value your nest egg: That's a problem which faces the 
wives of toj) agency management executives once their husbands 
approach retirement age. It's become proverbial over the years that 
mail) admen li\e right up to their incomes: meanwhile, their wives 
are sometimes lulled into a sense of false security because of the 
slock oi)tions top executives at agencies usually own today. 

"Many wives don't realize that agenc) stock is not on a par with 
industry stock," says agency consultant Bob Durham. "The wife 
of a president of a S5 million to SlO million agency figures her hus- 
band is worth some $200,000 to $300,000 in stock, but when it comes 
to liquidating, that's a different story. Agency assets, unlike those 
of industry, are highly ethereal. A good agency name is worth only 
as much as the accounts in the shop and the talent on the payroll." 

Financial men give this advice : 

1. Maintain a cash reserve (or industrial stocks rapidly convert- 
able into cash) that can carry the family for six months if the man 
is under 45; for a year, if he's over that age. 

2. Continuously increase life insurance coverage despite rising 
premiums as age increases. It becomes harder to cut your standard 
of living as you gain prominence in an industry. 

3. Don't rely on agency stock options as your only investment. 
Any banker knows you must hedge a bet. 

Lady food executive: The "conservative South" has shown the 
effects of the trend toward more women executives in major industry 
with the appointment of Heloise Parker Broeg as director of the 
newly former Consumer Service Department of the Coastal Foods 
Co., Cambridge, Maryland. 

As "Mother Parker'" of WEEI Food Fair. Heloise Broeg has broad- 
cast a daily women's show over WEEK Boston, for the past 16 years. 
She also had one of the first "cooking" shows on WCBS-TV when 
television became commercial. 

In her new position, Heloise will help acquaint consumers with 
various lines of Coastal Foods Co. products through all media. 

What's a "typical client?" In a current survey, the American 
Management Association describes the "typical" company president 
this way: 

'". . . an energetic man who works 10 or 15 hours beyond his coni- 
jjany"? normal work week, spends six or seven weeks a year traveling 
on business, and has a hard time finding enough hours for his wife 
and two or three children, golf, reading and community service. He 
is about 50 years old. earns an average of $68,000 a )ear. owns his 
own home and two or more cars." 

AMA produced this i)icture by surveying 335 member company 
presidents, heading firms with sales ranging from SI million to sev- 
eral billion dollars a \ear: average sales were $65 million in 1955. 
Their incomes varied between $13,500 to over $400,000 a year, gen- 
erally in proportion to company sales. Geographicalh . the survey 
covered cities in and small towns in six countries and 40 L'. S. states. 
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Pittsburgh's Look! 

WIIC 
CHANNEL 11 



Now On the Ajr 



316,000 watts ERP 

serWng 

1,237,000 TV Horn 

in the nation's 
EIGHTH MARKET 

vv/7/) effective buying income of 
$8,731,815,000 




REPRESENTED NATIONALLY BY 

BLAIR TV 



BASIC 



AFFILIATE 
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WBTV's proven sales power finds its firm 
foundation in audience domination. The 
remarkable extent of that domination has 
just been measured. 



In ARB's brand new total area report of 
television viewing in the 80 counties served 
by both Charlotte stations * 

• WBTV WINS 442 OUT OF 465 QUARTER- 
HOURS SURVEYED 

• WBTV'S AVERAGE SHARE OF AUDIENCE 
FOR THE ENTIRE PERIOD IS 79.3% 

• THE TOP 53 MOST POPULAR SHOWS ARE 
ON WBTV 

WBTV's dominance is durable. Ask your 
WBTV or CBS-TV Spot Salesman to show 
you the complete ARB Total Area Report. 

*The Charlotte Total Coverage Area 
ARB— June 25— July J, 1957 




^SPONSOR 

2' BEPTrMBrn 1&57 



HARRINGTON-RICHARDSM MOT CAN 



DON KEMPER 
IRWIN VLADIMIR 
FULLER, SMITH & ROSS 
DONAHUE & COE 
CUNNINGHAM & WALSH 
ERWIN, WASEY 



GOODKIND, J • M 
GOTHAM 
ftO#l RT Off n 
anO^AMAM AGtNCY 
©••I^ACHfR, WHCCLt.«« 
I RUTM*»AUFF A RYAN 



IS TV BEHIND 

THE URGE TO MERGE? 

Hi«j;li cost of ageiiiy tv (l(>|):irtiiu>iit> coupled with Iv (IciikiikU for 
iiiarkctiiiji and research will stiiiiiilate more liiik-ii|)^ aiiioiiii 
iiiediiiiii-sized and small ajiencies hefore end of tv •«j)rin«; >ea^on 



If tlii? \e;ir (It.e.-ri't izn doun ;i> the lii.:li|)niiit 
for a2eiic\ merger*, tlieii iie\t \ear -Imuld. 
lJterall\ (l(»/eii> of merger- are now bcinu con- 
siilereil In ageiicie- around tlie nation, .^orue 
uill take inoiitli- to eon>nininate ie\en \ear-i. 
Otlier? will die after the fir>t meeting-. 

Hut the merger fe\er is in tlie air and tele- 
vision i- a major faetor if not the big factor. 

Television however, is. iiidikeh to be tagged 
openlv as the reason for a merger after the fact. 
Traditionally agencie- prefer to talk over-all 



-trategv iii-tc.id of |frmiin_' tlu-n -.-Ke- to .m\ 
one medium no matter how d<iminant. 

^o far tlii- vear m<'ri;er- have ran::ed fi<«n 
the link-up of operation^ billin_' w< 11 under 
million jointlv to the ret cnt t:iant nKirriai'e (om- 
biiiiim 1\\1I and Kr\\in. W a-ev at a reputed >7.i 
to million t..tal. 

\lmo-t everv week now briiia- another direU 
-olicitation for a merger to -ome auencv - top 
riianagenient if not a- the -olution tn a current 
probl.Mii then a- a po--ibilitv for further growth 
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Many of the current agency mergers 

provide new regional offices for large agencies. 

The result: Spot buying can be localized 



and ^tifiigtli for tlietf operation. 

Soiiiotiiiie- the requirements of the t\ 
era ha^e been apparent on the surface: 
other times the> 're subtnerged. But 
here's why many top agency executive^ 
consider tv a stimulus for many recent 
mergers and for mergers predicted for 
the next few years: 

1. Television ilictales hignrss. 
It tends to favor both the large-budget 
advertiser and the large agency because 
of the size of initial tv investments and 
the enormous cost to the agenc) of 
handling tv billing. 

It s becoming harder for a moderate- 
size agency to stafT a complete tv de- 
partment. Above all, the smaller agency 
has dtfTiculty attracting the caliber of 



man to head up its t\ operation who 
can handle top-level programing nego- 
tiations. 

2. More than with other media, 
agency bigness tends to give a 
bargaining leverage in net^>ork 
negotiations. The agency with con- 
trol of a "top 10" show will get a 
warmer reception from networks than 
an agenc) without such an ace up its 
sleeve. 

Then, too, control of a lot of net- 
work business will help an agenc} 
amortize the cost of high-salaried talent 
in its tv department. The tv head of a 
S50 million agency is likely to be as 
competent and well-paid as the tv v.p. 
of a S150 million agencv; but he's 



HOW TV ENCOURAGES MERGERS 

Tv accounts require many high-salaried tv specialists within 
the agency. A top agency tv head may earn more than the princi- 
pals in a moderate-?ize >hop, causing difficulty for smaller agency to 
staff adequately for tv client?. Al?o, smaller agencies have difficulty 
in attracting the caliber department head to do network negotiating. 

Big tv billings tend to give agencies a bargaining leverage 
both in network and programing negotiations. Hence, the more top 
network shows an agency has. the better it can attract and repre- 
sent other tv accounts in network buys. Besides, it's network billing 
that tends to amortize cost of operating expensive tv department-. 

Spot tv requires extensive local servicing. Many agencies find 
that they should have men in key areas, rather than buying out of 
one city alone. This need for regional offices to arrange good 
schedule- and merchandising follow -through with better station con- 
tact is prompting mergers of big agencies with small local shops. 



Tv clients make more demands for such collateral services as 
marketing, merchandising and research, but the small operation 
finds the-e too costly to maintain on rtaff. The -mailer the agency, 
the bigger the percentage of billing that goe- into -ervice-. Tv ha- 
increased cost of uon-creative departments like accounting a- well. 

Big national budgets and tougher sales climate ha> pushed 
agencies into developing stronger tie-in with client sales force, 
distributors and local dealers. To maintain this contact on day-to- 
day basis, many big agencie- have opened new regional offices. Set- 
ting up office^ can be more co-tly. time-con^iuuiing than merger-. 



costing the smaller agency a larger 
percentage of billings and profits. 

3. Spot tv is a medium de- 
manding local care and servicing. 
The amounts of advertiser dollars pour- 
ing into stations on a spot basis are so 
sizable that the agency cannot gamble. 
There's need for detailed market and 
audience knowledge and close contact 
between buyer and station management 
for top scheduling and good merchan- 
dising follow-through. 

This has been a factor in stimulating 
the opening of more regional agency 
offices. Says Robert Durhain. a "mer- 
ger doctor" who has had such top-level 
positions as head of K&E's new busi- 
ness department: 

"A national tv account naturally 
wants New York and Los Angeles rep- 
resentation. You can't buy network tv 
sitting in Milwaukee. But. if you're a 
national agency, you need regional 
shops for carrying through effective 
spot tv campaigns." 

There are several examples of recent 
mergers where the matter of a regional 
office was a prime consideration. As 
Jack Cunningham, president of Cun- 
ningham & Walsh, puts it (referring to 
the agency's December 1956 merger 
with Brisacher, Wheeler & StafI, San 
Francisco) : 

"The consolidation was the result of 
an entirely new plan of agency opera- 
tion designed to meet the changing de- 
mands that advertisers are placing on 
agencies. Advertisers are requiring 
from agencies a country-wide knowl- 
edge of local and regional marketing 
and cross-country ability to provide the 
client with all important agency ser- 
vices." 

4. Tv clients" demands for 
more and more collateral services 
are raising agency cost of operation 
to the straining point, particularly for 
the smaller shop. John Orr Young, 
retired co-founder of Y&R, who is a 
prominent merger consultant, sees this 
trend as a predominant merger cause. 

"The high cost of non-creative func- 
tions." he told SPONSOR, "is putting 
the squeeze on smaller agencies. But 
to compete in handling national ac- 
counts they must provide marketing 
and research and merchandising. Ob- 
viously if the small agency can get 
bigger, a smaller percentage of its dol- 
lars will go into both collateral serv ices 
and non-creati^e departments." 

The so-called non-creative depart- 
ments that have had to increase in size 
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;ni(l covtliiios lict iiiiM- of telex i>^i(>n iii- 
cliide nceHiintiii^ iiiid hilliii};. ('eitiiiiiK , 
.«-|)(it t\ ii r()ni|)lirate(l iiiid v<>-ll\ 
nu'dimii for !ij:eii( \ to liiiiidle from 
tlii^ |iiiiiit of \ie\\. \(l(l to tlii>^ iic- 
toiiiitiiij; MHiii'; |)rol)lem the iii- 

e\ital.le ta-k of policing; S AC] reiiM- 
|ia\nient^ for talent in nmnnercials ami 
it l.eeonie^ ohvion^ that t\ has in- 
treax'd an aj;ene\V o\erhead a|)|)re- 
eiahh. 

."). 'I'oihiy's t'oiiinetiliM- mar- 
kets require iiitiiu' iii-deptli .>*er\- 
ieiii^ from an aj;ene\ hoth in terni> 
of contact with the client's national 
ad\ertisin{: nianaj;einent and in direct 
contact with the client's sales force, 
trade, local and rejzional distrihutors. 

5ince this contact need> tt) he con- 
tinuous to he efTecti\e. few agencies 
are willing to do it siin|)l\ h\ sending 
men out from Xew York. Instead, 
more and more of the large ageiicie> 
are maintaining regional ofliccs in ke\ 
cities. 

The setting np of such a regional 
oHice is a time-consuming and \er\ cx- 
|)ensi\c pro|)osition. Instead of doing 
this, man\ an agenc\ has merged with 
an agenc) in the cit\ where it wanted 
representation. I>\ the same token, the 
small local agenc\ in that cit\ gains 
all the advantages of being able to 
ofTer scr\ ices only a large -ihoi) can 
offer, as well a- good New York re|)re- 
sentation for bu\ing actional radio. 



There are factors hexoi.d the mlln 
en. .- of IX and .-osl of collate. al s,.,x 
ices that ha\e I ceii behind mergers 
the tax strnctnre for one. 

•• \gencies i,i|ii„w iMtweei, .<:> mil- 
lion and $2t> million all o\ei the ••omi- 
tr\ often ha\e this |)roblein." s;i\, 
Kohert Dniham. '■The on.- or two men 
who built the ageiic) \\orr\ abont re- 
tirement. Their \\i\es think the\'re 
worth se\eral hmidred tbonsaiid dol- 
lars, bnt it's |)aper stock in th • 
agenc). One of the wa\> to li(|nldate 
this .stock is throngh a merger in whieh 
the agenc\'s stock is ac(|nired for 
cash." 

Another reason for mergers is the 

if an agenc) gets a S3 million account, 
it will take a \ear before this client 
becomes |jrofitable to the agene\. In 
the meantime the agene\ has to .staff 
np with new and higli-salaried person- 
nel, most of whom insist upon stock 
options the.se dav-. 

If an agenc\ merges with a S3 mil- 
lion agenc) . on the other hantl. then it 
ac(|uires the |)ersonnel and talent to 
handle the billing w ithont ha\ ing to 
go out and tr\ to attract it at a higher 
rate. Since it's becoming increasingK 
dilTicult and ex|.ensi\e to hire to|) |)eo- 
|)le, mergers are often an answer to 
this eombincfl growth and |)ersonnel 
problem. At the same time, the merger 
frei|nentl\ makes it |)0>sib|c to cut 




likr J.>l>r. Orr \ nu»)i , cfcin.lrr ..I 

'I Mi, an.l l{..l» rl Di.rl.an.. f..rn.T k.W. n. « 
l.rr.rn. s. ,|.-,Kirni.. i>l li.-a.l Im I,. . n^inr. r 
rn. rpTs |,.,> a;:r,„ > \. u-\ \,^ vsnrk.t.K l-- 
hin.l llir -<:■„.:. "Tn an.l , ..^ll> j-l-ltlional 
^.nir... arr ,.r„„.- rai.M-, (.,r ....rp.Tv" 



down on top-salar\ nianageincnt dupli- 
• ations. 

U.Mrs Hob Watson, .hainnan of th.- 
boanl of the newK mergeil lirwin. 
\\'a.se\. UuthraufT l\ l{>an o|)eration. 
and l)a\e Williams, jircsident of the 
new shop, hoth stress that the ccnnbina- 
tion of "more client mtx iecs in de|ith 
and a broader fund of ereati\e talent" 
was the big reason for their merger. 

"We feel we will s<T\e onr clients 
better because we now ha\e more facili- 
ties and a wider range of peo|)le a\ail- 
I I'h'dsr turn to jyapf 02 i 




WHERE SPOT BUYS ARE MADE 



From North, South, East 
and West come the spot tv 
and radio dollars that make 
u]) this year's $600 million 
])ot. The higj^est pot ever, 
the same players will likely 
ante up in the same ])ropor- 
tion as they did in 1948 



SRA analysis of 
1956 spot sources 



Radio and tv combined 


New York 


60% 


Chicago 


16% 


St. Louis 


6% 


Los Angeles 


4% 


San Francisco 


4% 


Detroit 


3.5% 


Dallas 


2% 


Boston 


1.5% 


Atlanta 


1% 


Other cities 


2% 



^^roni coast-to-coast spot dollars are 
pouring into radio and television at 
the rate of ahout $600 million annu- 
ally ( tv's share is about 2.5 times ra- 
dio's). From what advertising cen- 
ters does this nione) come? Vv'hat 
share of the whole does each contrib- 
ute? And has this picture changed 
much in the last decade? 

To answer these questions. SI'0>,sc)R 
surve)ed a number of station represen- 
tative firms. From them were obtained 
breakdowns of the percentages of dol- 
lar volume business written during 
19.56 in their various branches in both 
radio and t\\ Where similar informa- 
tion was available for past )ears ex- 
tending back to the early days of t\ . 
this too was obtained for purposes of 
comparison. 

The individual reports from eacli rep 
were added together and averaged out 
to strike an industry composite. Then, 
in the case of the 1956 breakdown, this 
was integrated with the recent analysis 
for that same year that was done by 
the Station Uepresentatives Associa- 
tion. 

The results of this industry com- 
posite appear in the accompanying 
charts. What trends are pointed up 
by the analysis? 

First, the largest volume of business 
comes from \ew York, which is not 
surprising inasmuch as that citv hn= 
recently been called "the front olllce 
for 959r of the world's business '' 

Chicago, accounting for about one- 
third of \ew York's placc!ncr.t=, comes 
next. San Francisco and Los Angeles, 
although individually contributing less 
than St. Louis (see SRA analysis chart 
at left), together place about S'^V 
of the national spot business. 

Thus about IM^/c of all radio and t\ 
spot business emanates from New 
Ork. Chicago, San Francisco and Los 
Angeles. 

This picture of the broadcasting in- 
dustry has not changed substantialK 



since television appeared on the scene. 
Since 1948. the changes have only in- 
volved a few percentage points up or 
down in the case of any market place. 

The high point percentage that Chi- 
cago showed in 1952 Csee large chart) 
might have resulted from the trend in 
the early boom days of tv to move 
some of the New York purchasing 
business out to the Windy City. The 
trend was short-lived, however, and 
now Chicago has settled down again 
to doing an average placement a shade 
under what it was placing in 1948. It 
should also be recalled that 1948 was 
the year that Dancer-Fitzgerald-Sample 
moved the buying for two major ac- 
counts (P&G and General Mills) from 
its Chicago headquarters to its \ew 
York office. 

But all in all, considering tv's im- 
pact in so many quarters, the changes 
in sources of broadcast revenue have 
remained fairly constant. Such buying 
marts as Atlanta, Detroit, St. Louis, 
Seattle, Boston and the rest have regis- 
tered slight ups-and-downs, but these 
could result from clients or agencies 
moving about, or — as might happen in 
Detroit — a big sales push by a single 
industry might up the percentage a 
fraction for that year. 

It i- also well to remember that 
while tl e percentage total of lS7c be- 
ing disbursed by all those cities other 
than \.Y.-Chi. S.F.-L.A. may loom not 
too large, it still represents about S80 
million dollars in spot business this 
}ear. And. to judge by the chart, these 
other centers are doing more business 
today than in "52 or '48. 

Another fact worth noting is that a 
lot of this money represents some prod- 
uct accounts of considerable size. For 
example, what could well help swell 
Minneapolis' spot dollars is the fact 
that Knox Reeves Ad\ertising in that 
city handles such products as General 
Mills' Wheaties and Bisquick. In the 
same way. Gardner Advertising in St. 
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87% OF.'SPOT RADIO AND TV DOLLARS COME FROM 4 BUYING CENTERS 

New York Chicago Los Angeles Son Froncitco All others 



1956* 60 19 4 4 13 

$ Volume % 



1952* 

$ Volume % 


58 


25 


3 


3 


11 


1948* 

$ Volume % 


62 


22 


4 


4 


8 


1956 

Tv only % 


61 


21 


3 


3.5 


11.5 


1956 

Radio only % 


59 


17 


5 


4.5 


14.5 



Industry composite of where -iml ra.lio and spot t\ ilollar ne fp.ni llm iIi. p li.i- I..-, ii lull.- 

chanpe in ihe area> of prineipal -imree-. New ork -lill .li-lmr-i- ill.- Imn". -Iiar>- j- il ilfl m ami in 

\')^2. This charl wa> compile<l from inf.irmali.m fmm \ari..ii-. -Iali..n r.-pre-.-nl.iriNe firm- hd-e,| .,n 1 n> - 

.lone bv their branch. -. W hil.- il in n.. wax a(.-...inl~ I.t . N.-rv ^"'1 •'""•■r. " •! nl h-h ili. rr. nl 



Loni? jilacej. riiriiia Clinw ti(l\ t-i ii>iii^ 
for Kal>toii I'liriiia Cn. \ bijr ?lirr nf 
farm radio ami teh'vi>inii Ini-^im'-- 
coiiies from jii>t *uch cities. 

An aiialy*!? of tlu* diiTerenii- |>er- 
centagewise between |)lacenieiit of ra- 
dio and tv l)lIsi^e^^ uIm) -1io\n> little 
variation in tlie ^.V.-(:lli.-^.^.-L. \. 
marketplace?. About 2' r more >|)ot t\ 
is boniilit in Xew ^ Ork than radio. 
About more t\ i- bought in Cbi- 

cajzo. In the We^t Coa-t cities, bow- 
e\er. radio pkuement has the ediie 
ovei tv bu\ing in San Franci-i o b\ 
about K;. in F.os \ngeles b\ 2'^« . 

\\ hat is the situation of tlie moment 
regardinj; regional disbursement of 
spot dollars? ^ponsor-scopk. for 27 
July 19.17 reported that a major >ta- 
tion rep took iinentor\ of bi- spot t\ 
business for the first >i\ months, found 
volume oil about 30' < of the year be- 
fore. His regional coni|)arisons slunsed 



the Mid^^e^t doxMi id.nul 2(1'-. ih.- 
>outh oil slightly. Income from W e-t 
Coast oirices al.M) showed a decline al- 
Iribnted to the strong |in-b made h\ 
\M'A and ne\N-|ia|)er- in that region. 
r\ bu-ine— however ua- uj) al>.>ul 
lO'"; in the Knst. and in the W c-l T\ 15 
s\as working to ounleract the new- 
|)apers* jui-h. 

liut in combined bn-inc--. il i- re.i- 
-onable to assume hea\\ radi.> bnxini; 
all summer has more than .)lT-.-l an\ l\ 
-oflnes- in th.>-e area- where it ... - 
cur re. I. 

-PONsOK d.ic- n.it contend thai thi- 
anaUsi- i- ihe final an. I c.>iiiiil. tr w..rd 

n where -pol d.dtar- c.inic fr.>m. r>. 
cau-e informal i..n on I he .-i>m|)arali\ .• 
fiizni.- b.r the xear- and V)y2 

wa- le-- than .nirenl .lata, ihe j'er- 
centaiie- weic. of ne(."--it\. bnill .>n a 
mudi smaller ba-e. lie-ide* thi<. the 
whole br.iad(a-l -< eii" i- loo \olatile 



an.I .Knami. |.. . r..w.| |..-l,iml .1.-. im.d 
|i.>inl-. 

l.awr.Ti. .■ \\idd>. manaL'ini: .lirei l<.r 
.if "^tali.m l{. i'r. -.-ntali\c- \— ... iation. 
( larific- hi- .>rgani/al i.m - >>wn . urn ril 
anal\-i- h\ -.i\ing. "Il -ImiiM b.- 
p.>inlc.l .ml lhal all bn-in. - in.lii al.-.l 
f.ir an\ ..f th.- cilie- -.-e . harl ..n fai • 
in.: pai.'c .h-. - n.>l n.-* . --ariK n can 
thai -m h hn-ir.c— . an r fro n a_rni . - 
|...al.'d in that rii\. I'..r .\atipl.-: 
""lalion rr|irc-. i lali\.- ..|1 . . - in ( hi< i. 
L'.i -.Mxe j.'.iK ie- .111.1 a. . I'lrnl- a- fir 
awa\ a- Minn. a|>..li- and ^t. I'l r'. 

^an [• ran. i- Il ( e^ I andlc h i-in. — 

Ir.iii a_<-n. i.-- ir i'.irll ir .l. ( Ir'-.. r an.I 
-.•atlle. ( I. \cl in. I a_.-T . i. - i a\ I . 
.o\.-i..l fr.-ii D.-troii . r( liirij... while 
New Orl.-ai- aj. ii. i' - n a\ 1. r..\ered 
fr.nn Dalla-."" 

\.-\.-rlli.d --, Im.iIi . harl- il.> r. \( al 
Ihi- tren.-ral dir. .ti.uial tlc.w t.f d-illar- 

' I'l ^ 
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THIS BANK ISN'T AFRAID TO SELL 



^•^ ' Twin City Federal Savings and Loan skyrocketed deposits from $13 

yMMm^dmt i„ 1941 to over ^265 million in 1957. The secret: Hard-sell 

promotion on radio and tv with a bndget approaching $500,000 




tarlier this year a Minnesota farmer 
went into a downtown Minneapolis 
savings hank and w^ithdrew $8,000 he 
had deposited a few hours before. He 
explained he had "made a mistake" 
and wanted to open an account at the 
"place Cedric talks about on WCCO.'' 

This farmer, and some 95.000 other 
depositors, have proven that a savings 
and loan association can thrive on 
hard-sell promotional advertising on 
radio and television. 

Tw in Citv Federal Savings and Loan 



Association of xMinneapolis-St. Paul, 
was established in 1923. From a two- 
room, eighth-floor office it paid a six- 
month total dividend to all depositors 
of S128.86. Today it is one of the 
largest savings banks in the United 
States with two offices and dividends 
this year exceeding $6.8 million. 

Today TCF uses five hours a week 
of programing on radio and two hours 
on television. Three Minneapolis-St. 
Paul tv stations (WCCO-TV. WTCN- 
TV. KSTP-TV ) share 44^ of a $500.- 



000 budget: 33", goes to radio sta- 
tions WCCO. WDGY. WLOL, WTCN 
and KSTP with WCCO radio taking 
the largest slice i22"c of the total). 

Twin City Federal's radio campaign 
is spearheaded by Cedric Adams, 
WCCO personality: the bank sponsors 
his three daily newscasts twice a week. 

In his TCF commercials Cedric 
urges listeners to "write for full infor- 
mation about opening a savings ac- 
count" at TCF and as a demonstration 
of the confidence a radio personality 





Discussing radio plans, (i- 

\(lams, WCCO Radio per>onalit\ 



Pidgeon, president. 
Larsen, bank preside! 



'ance Pidgeon & Associate?; Cedric 
t. meet in Twin City Federal lobby 
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citti iii>|iirc, tii;rn\ of li^tcitfts doti'l 
wail fur ittfortiiiilioii Iml rallicr scud 
clrccks jitid ca^lt dircctl) to (^cdrif 
Adatiis. nskiii? Irnii In ojini lltcrr ac- 
coriiil. One listener sent iti SH),()()0 lo 
have art aeeoniil ()|)eticd tlris way. 

Twill Cit\ redcral began ad\crtis- 
iiig in a sifiiiificaiil \olnnie in 1911 
with n total ad hndfjet of $41,000. To- 
(Kiv the hridjiet is in the net'-lihorhood 
of S.'()().00()^^ilh earmarked for 

radio and t(de\ision. Tliis is an ad- 
vertising increase of o\er l.OOO' r , hut 
results lia\e \\arraiite(l it. 

Dnrinj; the same IG-vear ])erto(l. 
Twin (:it> Fech-raPs assets ha\ e in- 
creased almost 2.000';. from $13 mih 
lion in 1911 to o\cr S26S million as 
of Se|)teml)er 1937. The iitnnher of 
sa\ ings accounts is np 517''{ from 
14.000 in 1941 to 93.000 today. 

Three dilTerent agencies have 
handled Twin Cit> Federal's advertis- 
ing since 1941. hut one man has heen 
in command all the wa\. lie is Vance 
Pidgeon. now president of Vance 
Pidgeon .Jv Associates. 

The Hutchinson Agenc\ of Minne- 
spolts was the original, hut it was ah- 
sorhed into McCann-Frickson. \vhicli 
liad the Twin City Federal account un- 
til 1949 when the M-F Minneapolis of- 
fice was closed. Pidgeon. a McCann- 
Frickson \ ice jiresideiit at the time, set 
up his own ageirc) with Twin City 
Federal as one of the to|) accounts. 

Larseii and Pidgeon agreed early on 
the proper ad\ertising ajijiroach for 
the hank. Twin Cit\ Federal's posi- 
tion as an ini|)ortant memher of the 
coniniunit\ had to he established and 
emphasized. To do this. TCF's adver- 
tising was related to jjuhlic service. 

Because of the jjuhlic service theme, 
radio and t\- ad\ ertising for TCF rare- 
1\ uses spot announcements in either 
medium, hut rather uses five-, 10- or 
15-niinute shows, usualh news, sports 
or weather. These programs afTord 
TCF two commercial messages plus a 
public service identification. 

Roy W. Larsen. the president since 
1943. sells Twin City Federal to every- 
one he meets, "it's hard to come away 
without something in your hand," one 
friend reports, "he's always got a 
pocketful of gimmicks to hand out." 
This promotional spirit has sparked 
TCF's air ad\ertising. 

A good example of Twin City Fed- 
eral's "pocketful of gimmicks" is the 
■"Multiply your mone\ " plan, launched 
in 1956 and still em|)Io>ed frequeiith 
because of the results it brings. 





The bank's ad\ertising tells in con- 
crete terms bow to double or triple an 
rninunt of money b\ |?eriodic savings 
and dividends. Copy jioints out for e\- 
ani|)le. that a jjerson can triple $200 
in three year> and one month. Here's 
how: depositor would start with orig- 
inal in\estnient of $200 and each 
month would adfl $10. At the end of 
three years and one month as a roult 
of the original deposit, monthly addi- 
ti(jns and di\ ideiids paid b\ TCF the 
total would be $00(1 

The plan was simple and could he 
easily explained on radio and t\ . No 
>|jecial handling or forms were re- 
(juired: it worked right in with a regu- 
lar sa\ ings account. 

During the first month of o|icration 
the "Multiph your mone\" jilan in- 
creased Twin City Federal'^ -hare of 



mone\ jilaccd in all local -a\ ings and 
loan a--ociations b\ 7'/ . 

In 1937, for the 10th con-ecuti\e 
\ear. Twin ('it\ Federal will spon-or 
Forlball f'rriicu and FontI all Rri iru . 
half-hour |>rogram> on \\ ("CO. aired 
imn-ediateh before and after all nine 
I ni\ersit\ of Minnc-ota fontball 
game-:. 

Radio or televi-ion. new-, weather 
and sports. Twin Cit\ Federal ba- 
fairh well blanketed the Minneapidi- 
>t. Paul area-. Twin Cit\ Fcderal'- 
national leader>bip. Pre-ident Ro I ar- 
-en feel-, niu-t he reHected in acKerti- 
iiig and promotion. F^c( au*e of thi- 
thinking TCF ha- pioneered nian\ ra- 
dio and l\ -hows and is credited with 
helping to -how how bank- can |>ro- 
niote a* \ igoroush o\er the air a? 
other local-le\el businesse>. ^ 



SPONSOR • 21 SEPTEMBER 1957 



37 



CAN YOU TELL YOUR NIELSEN FRO 

Willi new sliows eoiiiiiig on llic j^aiiie of Treiidex-lo-Nielseii-to-eliaiice is 
ill full swiiiji. sponsor's sludy shows program category lias a definile 
hearing in predicting Nielsens. But doirt look for simple foriiiulas 



1 



i\bs<iliit('l\ not. It ^ iiiijio;*- 
sil)lo to make up a foiiiuila." 

"Oh. >os. It can he done. It is defi- 
iiiteh po-^j-ihie to coiiu' up with a 
piett) acfiiiate e.'^tiinatc." 

The two (pi()te:« aho\ e are from two 
men talking about helie\e it or not— 
the same tiling: whether a \ielsen net- 
work tv rating can he ])rc(licte(l from 
a Tiendex rati tig. 

I'rohahK e\er\ researcher in the 
jjusiness lla^ tried. And. as the (piotes 
above indicate, there's a wide differ- 
ence of opinion about whether it can 
be done. \o matter what the opinion, 



however, tiierc is bttie doubt that the 
game of Tren(h'\-to-\ieisen-to-chance 
is being pla\ed e\ er\ da\ in the week. 

Since, in most cases, the game is 
pla\ed ver\ close to the \est. SPONSOR 
decided to ha\e a whirl at it and make 
public the results. 

Here is what si' O.N son's stud\ 
showed : 

• iSielsen latings practically always 
differ from Trendex. 

• On the average the Melsen rat- 
ing was 34' ^ higher. 

• There were significant differ- 
ences among program t\'pes in the 



average amount of increa^e. 

• Within most program t_\ pes, the 
range of increase I or decrease, in 
rare cases) was suh>tantial enough to 
suggest that (1 I oversimplified formu- 
las are dangerou> and (2) special situ- 
ations must be taken into account in 
predicting what a Nielsen will be. 

In the study sponsor compared the 
ratings of 112 nighttime tv network 
shows. Their ratings appeared in the 
Trendex report for the week ending 
7 December 19.56 and the Nielsen re- 
port for the two weeks ending 8 De- 
cember. Average ])er minute audience 



Percent by which Nielsen rating is higher than Trendex varies by program tyi'j^ 



SHOW 


Trendex 


Nielsen 






SHOW 




Nielsen 


% Increase 


Greatest rating increase: 
Ford Theatre 


10.3 


18.9 


83% 




Greate>t rating increase: 
Alfred Hitchcock 


28.4. 


37.5 


32% 


Average: 


16.7 


22.3 


34% 




Average: 


20.4 


2.5.1 


23% 












Smallest rating increase: 
The Vise & 
Big Story 








Smallest rating increase: 
Robert Montgomery 


17.3 


14.a 


-17% 




8.2 
17.4 


9.6 
20.3 


17% 
17% 



1 



SHOW 




Nielsen 


% Increase 


Greatest rating increase: 
Hey Jeannie 


12.0 


26.1 


118% 


Average: 


16.6 


25.4 


53% 


Smallest rating increase: 
1 1 Love Lucy 


35.7 


46.3 


30% 



SHOW 


Trendex 


Nielsen 




Greatest rating increase: 
Ozark Jubilee 


4.7 


9.5 


102<?( 


\xerage: 


17.6 


22.0 


25 »i 


Smallest rating increase: 
Walter Winchell 


17.6 


16.9 
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HENDEX? 






CBS' ■■Itwh.h.r h,th. 



NBC* n<r Ihi, \t,i, 



New shows above illn-tr.it. llitr. i.l lli< |,r..^i.i n-- < .mi.. I II -iiiN-.ii . 

\iial\-i-. ..f w.-si. rii-, .lf..».-,l il„- iiicr.M-. ..f r.ilm« (r..ffi I r. ii 1. x t., Ni. I . >. «d 

nuiik.-il aiii.>iiv ll NMtli ii|.|>.-al U. . Inl.li. i< \l i li.>ll ..I tl. 11I1..11 ...iii..||r r. 

riiliiip nn.iiiKl r.ll';. Mnvi, ,„ y.-ii.r.il I. fi.l.-.l I. .|„.w a . ..ii-i-i. m I r. 11 I. x t.. Ni.-U.-,, 



fi-liiri-s were iis.-tl from the \ifl«cii rr- 
[)(iit (All Trriulfx (ijiiiio iirc ;i\fr;i^i- 
[irr riiiiiiitf). Tlif Mt-l-cii r;itiiif;> wvvt' 
tlio two-wfok :i\frai;f> ratlicr tluiii tlit- 
-itijile week ratiiij;>. Tlii> i> Ix'caii-^f 
llieio arc tiiort- ratiii^> a\ailal)lf in tlit* 
Nielsen poeket piece uti a twd-week 
basis and alsti heeaii.-e a perusal 
<lin\Netl little dilTereiice lietueeii tlie 
sitiiile week and Iwo-xseek Nielsen rat- 
ings, nie difference hetweeii the Niel- 
sen and Trendex figures is expressed 
in the percent 1)\ which one rating 
was higher than the tither. rather than 
the rating point spread, 'i'lie data are 



also Iirokcn down li\ juogiani l\pi-. 
The fa.l that NirUcn rating, aic 

alniuM iinariahK .liff.-rmi from 'l i.-„. 

dex i>< Nxcll-ktiMW u and ra-il\ explaim-d. 
Trendex -ample- Iclepln inc Iimiiic- in 
lo rili.- with al.out 2f)'; of ( U 

home-. \l)((ul iW I of l\ h..me- in 

these citie- lia\e telephone-. Ni.-l.-cn 

-ample- the entire I .S. with elcclrHuii 

meters. 

The dilTerenl lechni(|ues al-o ac- 
count for some difference in riting-. 
\lan\ researchers feel the telcpiioue 
coincidental method u-ed |i\ Trendex 
Iia- a hia- in faxor of "pi e-li;;('" i>ro- 



^ I- wliile Ih.- Iixed I 

Niel-rn -cndilion-- ll,.- 
mio tuning |i.iiierii- iIm 
a.h.pl if Ih.-x did n..| h. 

meter. 'Hieie i- al- 

of -lali-lic.il \.iriali..n 
.tn\ -ampliiig upeialioM. 
\U and large. h-.wcNer. 

agree liiiil hiilh -ersiee- 

lhe\ -el otil III within a 
(tiracx aereplahle to th 
l.u-ine— . Tlie faei lhal 
iiig- are aliiio-l iinariahh 
Trendex reflect-, a- the 
that thcN "m.-a-nre di(Te 



>.IUeI U-e.j l.x 

-.impie h..n..- 

•N WOUM 

.ne an \udi 

-rtaiu i ml 

inesiiuMe in 



d.. ll..- j.d. 

rau.-e ..f ;,r. 

adserti-ing 
Nirl-en rat 
higher lliaii 

■enl ihitit;-."* 



uirange between type is wide 



HOW TRENDEX AND NIELSEN RATINGS COMPARE 

Average all programs 



I 










SHOW 


Trendex 






" atest rating increase: 
Nne That Tune 


16.7 


27.3 


63% 


\ 


rage: 


18.6 


22.3 


20% 


■"Pdie-t rating increase: 
T enty-One 


]{!.() 


14..1 


-24% 












SHOW 


Trendex 








itest rating increase: 
Friend FIrcka 


10.3 


24..3 


136% 




rage: 


16.6 


27.2 


64% 


- 


dlest rating increase: 
ken Arrow 


20.S 


2.1.6 


23% 
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Program 


Ncl 






N.cUcn 


O.ttcfcncc 


\.lNenli.r.- of Minim IL.li.liiv 


\1!( T\ 




R.'. 




56'- 


\,lx,-nlMre- Jiin n..XNie 


\R( T\ 


\.1n. 


IT.K 




44% 


\.l%eiilr.r.- c.f 0,j\r & ll;irri.-l 


\1!(.T\ 








51 


\ir IV«.T 


( 1{>T\ 


D... ,1111. 


l'».l 


2.1. '> 


23'". 


Mc.ia G.MMKear I'l.nli,. 


M!< T\ 


l)ram.i 


li.t 


1R.8 


22"'o 


AKre.l llilrhrork 


( R^T\ 


\h-I. 


JR. I 


!7.'i 


32"'o 


\iiial.-iir Hc.iir 


\H( T\ 


\ar 




III 


48''o 


\rthur r,o.l(r,-> Mi,,« 


(.H^T\ 


\ar. 


2tl.f. 




20''o 


\rtliiir (iixKn-N '^c 




\ ar 


2R.: 


11.'. 


17% 


Urat Tlie CWk 


< R> T\ 


Oui/ 


IR.l 


^l.l 


1 1 "o 


Hh^ ^l<.r> 


\K( T\ 


M)-I. 


IT.t 


jii ^ 


We 




m;(.t\ 






17.', 


32<'o 


Hoh CummiiiiJ- 


(:R•^T\ 


■^11. ( .im. 


iT.n 




50% 


R..I.1 Journ.>y 


\m.T\ 


D.M.ini. 




n.'' 


143"'o 


lireak Tlie Mank 


\R( T\ 




lO.R 


11 t 




Bn.k.ii \rnnv 


\1!( T\ 


V\.-l. 


2<IR 




23% 


lirolli. r-, Tlie 


(.R^T\ 




1 t.^ 


:i.R 


52% 


nui-ranrer- 


(■R^T\ 


\.u. 


11.'. 


1 


36% 


Hum- & Ml, II 


1 R^T\ 




Jl.t 


J" 8 


30% 


Ca.-ar"- fl.nir 


Mi( T\ 


\ .IT. 


1^.7 


I'Mt 


14», 


Can D.. 


\|'.( 1\ 


Qui, 




1 I.I 


50% 


C:avalca.l.- o( -p.-rl- 


WU T\ 


^p..rt 


10. J 


12.'i 


220% 


( hrvemie 


\R« r\ 


W.-i. 


lo.o 


J't.R 


41 '0 


( irru- li.n 


\Ri T\ 


\.u. 


1 l.l 




TTc 


C irrn- Time 


\R( T\ 


\ar. 


7.n 


lO.fi 


43% 


( liiiiax 


( R-T\ 


rVaiiij 


•Mt 


^' R 


41 % 


Cm-n.aid- 


T\ 


Prania 


IJ.R 


1R.7 


46% 




( T\ 


f)rj a 


IR.-. 




43% 


Dannv Tlionia- 


\H( T\ 


^ I. 1 .0 ) 


It .1 


1 1.1 


49 °o 


Peeeml.er Uri.U- 


( B^T\ 




-M 1 


}V1 


50% 


Di-nevland 


\R( T\ 


Ml-.. 


lU 


12.7 


42"'e 


D,. ^011 Trii-l \o„r Wife 


< n^T\ 






21 1 


3''o 


Drasnel 


\n( T\ 


Mn-I. 




11. R 


21<'o 


Dup..nl Tli.alre 


\H(^T\ 




l.i.o 


1 -■>.') 




Ed -uIliNan 


( B^T\ 


\ ar. 




.18.1 


5% 


Fanioii- Film Fe-ti\al 


\R( T\ 


Fea. Film 


4.1 




-24"'o 
















(Continued on ne t I pose) 

















Diff ^nce* 


Program 


Net 


Trendex 


Nielsen 


ype 


erence 


Fa'ilicr Knows liot 


\BCT\ 


Sit. Com. 


15.9 


24.2 


52% 


Ford Show 


MiCTV 


\'ar. 


19.3 


30.1 


56% 


Forrl Tln-atn- 


ABC TV 


Drama 


10.3 


18.9 


8.3% 


G. E. Theatr.- 


CBS TV 


Drama 


26.3 


41.2 


57% 


(iale Storm 


CBS T\ 


Sit. Com. 


14.8 


26.7 


80% 


: (;,-orf;e 


NRCTV 


Comedy 


15.9 


22.0 


38% 


f (;iant Slep 


CBS T\ 


Quiz 


12.3 


16.3 


33% 


(iunsnioke 


CBS T\ 


\^Vst. 


21.5 


32.9 


53% 


llerh Shriner 


CBS TV 


\'ar. 


13.6 


20.1 


48% 


lley Jt'annie 


CBS T\ 


Sit. Com. 


12.0 


2(S.l 


118% 


I Love Lnty 


CBS TV 


Sit. Com. 


35.7 


16.3 


30% 


It's Polka Time 


ABCT\ 


"X'ar. 


5.5 


S.4 


-2% 


I've Got A Secret 


CBST\ 


Quiz 


26.7 


32.8 


23% 


J ark Benny 


CBS T\' 


Comedy 


24.1 


32.9 


37% 


Jackie Gleason 


CBS TV 


\'ar. 


26.5 


32.0 


21% 


Jane Wyn.an 


NBC TV 


Drama 


17.0 


23.7 


39% 


Jazz Age ( Special) 


N BC TV 


Spec. 


21.5 


28.2 


31% 


Kaiser Miiminiini Hour 


NBC TV 


Drama 


12.3 


15.5 


26% 


Kraft T\ Theatre 


NBC TV 


Drama 


15.3 


19.3 


26% 


Lassie 


CBS TV 


Drama 


23.9 


32.4 


36% 


Lawrence \\ elk 


ABC TV 


Var. 


24.3 


27.6 


14% 


Law rence W'clk Talent Show 


ABCT\ 


\'ar. 


16.9 


19.9 


18% 


Life Is Worth Living 


ABC TV 


Relig. 


7.1 


6.8 


-4% 


Life Of Riley 


NBC TV 


Sit. Com. 


14.9 


24.4 


64% 


Lineup 


CBS T\' 


Myst. 


21.7 


26.5 


22% 


Lone Ranger 


ABCT\ 


Viest. 


10.7 


19.9 


86% 


Loretta Young 


NBC TV 


Drama 


20.1 


23.1 


15% 


-Masquerade Party 


ABCT\ 


Quiz 


11.4 


11.8 


4% 


Meet the Press 


NBC T\ 


Int. 


7.7 


8.7 


13% 


Millionaire 


CBS TV 


Drama 


22.4 


31.7 


42% ^ 


My Friend Flicka 


CBS TV 


West. 


10.3 


24.3 


136% 


= \ame That Tune 


CBS T\ 


Quiz 


16.7 


27.3 


63% 


_ Xational Bowling Champs 


NBC TV 


Sport 


8.8 


9.5 


8?/o 


^ \avy' Log 


ABC TV 


Adv. 


15.1 


19.1 


26% 


, Noah's Ark 


NBC TV 


Drama 


14.6 


17.7 


21% 


~ Omnibus 


ABC TV 


Misc. 


5.2 


4.4 


-18% 


; On Trial 


NBC TV 


Drama 


12.2 


16.5 


35% 


^ Ozark Jubilee 


ABC TV 


\ar. 


4.7 


9.5 


102% 


1 People Are Funny 


NBC TV 


Misc. 


24.1 


32.8 


36% 1 


I Peoples Choice 


NBC TV 


Sit. Com. 


17.9 


23.5 


3 1 % = 


Perry Como 


NBC TV 


Var. 


23.8 


33.4 


40% 


Person to Person 


CBS T\ 


Int. 


29.9 


23.7 


-26% 


-Phil Silvers 


CBS TV 


Sit. Com. 


16.8 


29.7 


77% 


Playhouse 90 


CBS T\ 


Drama 


16.7 


22.4 


34% 


Press Conference 


ABC TV 


Int. 


2.6 


2.7 


4% 


Ray Anthony 


ABC TV 


\ar. 


4.0 


6.2 


56% 


= Red Skelton 


CBS TV 


Comedy 


25.9 


30.9 


19% 


_ Rin Tin Tin 


ABC TV 


West. 


17.4 


28.7 


65% 


Robin Hood 


CBS TV 


Adv. 


23.8 


32.1 


35% 


Robert Montgomery 


NBC TV 


Drama 


17.3 


14.8 


-17% 


" Roy Rogers 


NBC TV 


West. 


10.2 


21.0 


106% 


Schlitz Playhouse 


CBS TV 


Drama 


18.9 


25.0 


32% 


Sgt. Preston 


CBS TV 


Adv. 


15.6 


25.2 


62% 


77th Bengal Lancers 


NBC TV 


Adv. 


9.1 


15.1 


66% 


Sir Lancelot 


NBC T\ 


Adv. 


12.9 


19.4 


50% 


S64,000 Challenge 


CBS TV 


Quiz 


25.7 


32.1 


25% 


= S64,000 Question 


CBS TV 


Quiz 


28.6 


36.3 


27% 


Stanley 


NBC TV 


Sit. Com. 


11.8 


20.2 


77% 


-Steve Allen 


NBC TV 


Var. 


18.4 


29.1 


58% 


i Studio One 


CBS. TV 


Drama 


15.4 


21.0 


36% 


= This Is Your Life 


NBC TV 


Misc. 


21.0 


26.8 


28% 


_ Treasure Hunt 


ABC TV 


Quiz 


13.0 


17.3 


13% 


= Twenty-one 


NBC TV 


Quiz 


18.0 


14.5 


-24% 


: U. S. Steel Hour 


CBS TV 


Drama 


16.9 


21.6 


28% 


Vise, The 


ABC TV 


Myst. 


8.2 


9.6 


17% 


\'oice of Firestone 


ABC TV 


Music 


5.4 


9.4 


74% 


Vi alter Winchell 


NBC TV 


Var. 


17.6 


16.9 


-4% 


Wed. Night Fights 


ABC TV 


Sport 


13.4 


17.2 


28% 


West Point 


CBS TV 


Adv. 


13.6 


22.2 


63% 


What-s My Line? 


CBS TV 


Quiz 


27.3 


31.4 


15% 


Wire Service 


ABC TV 


Drama 


8.6 


13.8 


60% 


Wyatt Earp 


ABC TV 


Vt'est. 


22.6 


31.8 


41% 


You Asked For It 


ABC TV 


Misc. 


10.5 


13.8 


31 % 


You Bet Your Life 


NBC TV 


Quiz 


27.9 


31.1 


11% 


Your Hit Parade 


NBC TV 


Var. 


25.6 


28.7 


12% 


; Zanc Grey Theatre 


CBS TV 


\^'est. 


15.5 


27.3 


76% 


• ■■■ L-ent by uhlfh Xlelsen rating 










J- li TrenJex Is higher than 










erlod endinc S 



Trendex citie? were chosen because 
all three tv netw orks ha\e full-time out- 
lets there. Ed Hynes. Trendex presi- 
dent, estimates that his service covers 
907^ of those tv homes which can re- 
ceive shows from all three networks 
on the day of origination. There are, 
of course, additional homes which can 
receive all three networks but. in some 
cases, these homes see telecasts which 
had originated on a different day. 
Thus, Trendex ratings disclose how a 
program is doing against its competi- 
tion. And since network competition 
for the country as a whole is not as 
tough as in the 1.5 cities, Nielsen na- 
tional ratings tend to be higher. 
Trendex figures also tend to reflect 
urban program likes and dislikes, ap- 
parently the major reason for the dif- 
ferences in rating increases among dif- 
ferent program categories. 

Because of the variation in the rat- 
ing increase the average shown for all 
programs is not particularly useful in- 
sofar as predicting what a particular 
show will do. Even within a program 
category the average for that category 
must be used with care. For example, 
in the drama category the range varied 
from a Nielsen 17'~r below the Tren- 
dex to a Nielsen 83% above. How- 
ever, a study of the live hour dramas 
showed that, with one exception, the 
increases tended to cluster together. 
Similarly, in the western category, 
those shows with particular appeal to 
children increased more than the so- 
called adult westerns. The mystery 
category showed the greatest consist- 
ency in the percent of increase of indi- 
vidual shows. 

Though Nielsen and Trendex differ 
in program rating levels, program 
trends appear to run parallel, most 
researchers agree. As a matter of 
fact, one Trendex-Nielsen study done 
last year by Bryan Houston found 
that the rating spread for a number of 
shows ran pretty constant. Eor exam- 
ple, a rating comparison over nine 
months for Oh, Susannah showed that 
the Nielsen was consistently about 10 
rating points higher than the Trendex. 
A similar story was uncovered with 
Caesars Hour. Like sponsor, the 
agency researchers found the pattern 
of rating increases was made clearer 
by breaking the figures down by pro- 
gram tvpe. It is significant that the 
average rating spread for situation 
(Please turn to page 46) 
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WHAT IS MERCHANDISING ? 




Carl H. Vogt, who wrote this 
port on tnerchantlising, knows the 
retail level. He started in retailing, 
for many years was a McKesi-on & 
Robhins salesman. He's now mer- 
chandising manager of stations 
WIS.N. W15.\-TV in Milwaukee 



You have no yardstick for measuring -ilalioii pcrfoniiaiice— 
unless you are sure you know wluil the word niercliandi>in«r 
means. Sometimes it's easier lo say wliat merclKuidi>in«j: i>n*t 



''Dear Sir: 

As you no doubt knou-. uc hai r 
a schedule runnins; on your sta- 
tion for . ffe uould ap- 
preciate any inerchandismc: 
help you uill give . . ." 

T"o station men thi,* i? an all too 
familiar prototype. They also "no 
doubt know" that the "snggested list 
will contain what has come to he an 
almost standard group of "iiierrhandts- 



ing" and pnimotional arti\ itie-. n an\ 
of which will ro>t mon- than the 
■'-( h(»tlule running on \t>ur -tation." 

To ad\erti-ing men thi- rt-pre-ent- a 
iiehulou- a( ti\ it\ known a- merchan- 
dising. It has on!\ hern in the last few 
Nears that thi* word ha* heen added to 
the lexicon of ad\ertising agencies and 
it ma\ he well to throw in a hit of 
clarification of the subject. Merchan- 
dising is well on its way to becoming 
one of the niO'^t abused and misunder- 
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i stood words in the advertising indus- 

RightK or wrongK, the function of 
merchandising has come to be regard- 
ed as a burden which must be borne, 
i It s considered an expensive load by 

I station executives who sometimes feel 

I as if the) were watching their profits 

' melt awa\ in dribblets of ineffective 

nothingness. It's considered a bother- 
I some annoyance b\ agenc) personnel 

) who sometimes feel that their life 

I i would be much simpler if they didn't 

' I have to cope with what often is a 

> smokescreen uf verbiage anent mer- 

chandising throw n up to hide poor per- 
formance in a station's basic medium. 

As is so often the case, the happy 
truth lies somewhere around the mid- 
point of these exasjjerating extremes. 
Merchandising is a necessary activity 
of all who \\(juld sell goods in today's 
marketplace. Stations, by reason of 
their peculiar abilities, are often in a 
position to render a service in this field 
that an advertiser's own rejjresentatives 
are unable to acc(Mnj)lisb. 

It i> possible for a station to engage 
j)rofitably in an effecti\e merchandis- 
ing program without an onerous bur- 
den of expense. It is also compara- 
ti\el\ simple for an advertising agency 
to separate "the wheat from the chaff" 
where merchandising presentations are 
in\ol. ed. It is necessary. h()wever, that 



both stations and agencies maintain an 
understanding of the true definition of 
merchandising and apply it as a yard- 
stick for measuring performance. 

First of all, we must know what mer- 
chandising means. In practice, as mer- 
chandising programs have normally 
been set up by broadcasting stations, 
the activity has usually been consid- 
ered to be a promotional function: 
consequently, the tendency has been to 
regard every action taken in its rela- 
tion to station promotion rather than 
to the needs of the advertiser, and a 
bundle of pretty photographs and 
colorful jumbo postcards substitute in 
many cases for solid accomplishment. 

This emphasis is wrong. Function- 
ally, promotion s purpose is the crea- 
tion of impressions. It may or may 
not ha\e any direct bearing upon re- 
tail sales. 

Merchandising has a different slant. 
It has as its j)rimary purpose the move- 
ment of goods, usually at the retail 
level. 

We can illustrate. \ot too long ago. 
\^ lS.\-TV's Uncle Hugo made an ap- 
pearance in an area super market on 
behalf of General Food s Post Cereals. 
Over a thousand youngsters apjjeared: 
traffic was jammed: the local newspa- 
per sent a photographer: the joint was 
literally jumping: and it took the mer- 
chant quite some time to work off the 



excess inventory he had purchased to 
build his displays. 

This was good promotion. It intro- 
duced housewives to the store who had 
never been there before and enhanced 
Post Cereal's standing w ith both con- 
sumers and the retailer. The purpose 
of creating impressions was accom- 
plished. 

For General Foods' Instant Maxwell 
House, we set up four demonstration 
and sampling promotions in as many 
sujjer markets. Overflow crowds were 
not in evidence: no traffic jam oc- 
curred; no photographer appeared 
from the local paper: yet as many 
cases of merchandise were sold at re- 
tail in each outlet as had been pur- 
chased by the single merchant for 
Uncle Hugo's appearance. 

This was good merchandising. New- 
customer who bad not previously tried 
instant coffee purchased it. The reali- 
zation of the market potential was 
brought a little closer. The purpose of 
effecting the movement of goods at the 
retail level was accomplished. In com- 
parison, the costs of these two events 
were approximately the same! 

With this difference in mind it 
should not be difficult for stations to 
build, and advertising agencies to 
judge, a merchandising program. Let's 
examine the conditions which must be 
fulfilled by an adequate attempt. 



12 
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wf iiiii^l cviiiiiiiic iill |)hiii^ ill 
the li^lit (if the |iiii'|iiim- Id riii<: tlx- 
c;i->li rc^i>tcis of ilic iiiiirkfl in f.i\<>r ..f 
iiil\crliM-i>. We iiiii-t ;i((C|il tlic f;irt 
lli;ll llli> i^ 11 |)l(»(l(liii-;. |);i\tMl!cnl 
|).>iiiMliiij: >()it of j(il), ;i> c.mini^tfd t<. 
(lie iiK oiijil()iiicr;it(' iiki^s of >tiiiils niid 
uliiii<:(liii-;s lliiil iioniKills |);i>s for 
MiiMcliiiiulisiiij;. 

Sliitioiis iiiii>l l)f |)rc|).iic(l lo iiccoiii- 
|)li>«li the iii;i\iiiimii |)(is^ililc ic'^iilt> 
(•()iisi>lciil uitli fiood hiisincs^* |ii;Htiic 
for tli.'ir a.l\.Tli>crs. All mn>t 1..- 
trcalcd |)ro|)oiiion;ilcl\ . Tlics iiin>t 
also coiiircd co^i^. Commercial hroad- 
caslinj; statioii> arc not amoii-i those 
or^'aiii/alioii> tlial can claim lo l>c al- 
trnislic. 

W liilc on this >nl»jcct of cost, it 
mijzlit l)(' well to note that the \alne of 
time traded out for tlisplass and other 
coo|)eration nnist he iiiclnded in all 
calcniations. It must he rememhered 
that the commodits which hroadca>ter?. 
have to sell is time. Time has a value 
to them the same as a phvsical inven- 
tor) has a value to an advertiser. Jnst 
as a merchant nses sales and special 
prices to move merchandise. >o sta- 
tions use "packajie plans" to move 
their nnsold ••jinentorv of time; 

.Next, clients must he classified. It i> 
ohvious that the same assistance v\hich 
is rendered a .52 week |jro<rram adver- 
tiser will he much too costiv to accord 
to a once a week in-and-onter. 

True merchandisinjr is an expensive 
()|)eration: therefore, stations find that 
tliev nin>t stav in the realm of |)romo- 
tion for the Miiall advertiser. This 
means jnniho postcards or some ecpial- 
ly economical method of informing the 
trade of the adverti-inir M-hedule. 

These mailinjrs have a vvav of piliii<; 
np on the retailer; so ^olne stations 
find that a monthlv newsletter or an 
advertisement in the merchant's organ- 
ization's own pnhlication i? more ef- 
fective and fiets more reader^llip than 
the individual iiiailini; piece which 
soon hecomes ■'one of a crowd." 

For the huvers of large and or con- 
sistent spot schedules, a heav v satura- 
tion campaign, or a program it he- 
comes econoiiiicallv fea>ihle for a sta- 
tion to extend true iiiercliaiidisiiig help. 
Vi hat this help consist> of depeiuU 
upon a considerahle niiiiiher of factor?: 
t\pe of hnsiness. state of distribution, 
standing with retailers of both adver- 
tiser and station, advertisin* expendi- 
ture, to name hut a few. 

Here is where stations occup\ a pe- 
I Please turn pos^e) 



CAN RADIO ATTRACT A LIVE 
AUDIENCE IN A HURRY? 

Is radio jn-l .i tliiiigaiiiii) ig th.il"- tuned in Im-c.iii-.- it - tli.-i.- 

or will people go olll of llieii WilV lo elijM\ it.' 

IMdeiiee that the l.ilt.-i i- lli<- ca-e wa- provided i iitiv hv 

\\TI\. New Orleans, wliirli pulled Kl.Oddto it- "Kadio \ppi.-. 
ciatioii Night" at I'oiitehartiain iie.K h \ imi-em. nt I'ark. 

The .-^tor/.-oiieialed outlet Mended a -hoii. I. lit |)mi. hv. pio- 
motion camiiaigii with well-know ii. live leicidini; talent t-. 
bring (nit the crowd. The W TIX -how w.i- pi. -.eded l.\ a week 

of on-tlie-air tea-er- followed bv a week of -Iraight pio lion. 

graduated in iiiipaci but fairlv lieaw tliroiiglioiil. I!e-ull: one 
of the large-t iiighttiiiie crowd- ever at the park. W 11 \ e-ti- 
mates it co-t llie -talion. al the straight card rate. |e-- than nine 
cents a head to attiarl the audiein e. a jnii e the -tation b-eb i- 
a bargain con-idering the amoinil of exposure to the -tatioii'- 
call lelter>. 

Besides on-tlie-air promotion, |)roiiiotioiial gimmiek- iii- 
clnde: I I I broadca-liiig of the Toj, ID Sliou remote from the 
beach. |2| bnv iiig out all the aiiiu-eiiieiit ride- between l:(MI 
and 7:00 |».ni. and (lib-ring them free to the public. I .'^ I giving 
awav iiearlv 1,000 record-. ( h hiring model- to wear W'i lX 
streamers and hand out -tation |)roinotioii. 

The main event, which took place on 22 \iigii-t. wa- |)re- 
ceded bv a 20-iiiiniite bit featuring the orche-ira and floor 
show from a local night club, \fter a KMI-miiinte break, the 
big show went on at 9:."S() |).m. 

Kach of the recording act- wa- iiitn-dneed bv a \\Ti\ per- 
sonalitv. each of whom had a -mall act of hi- own. I ligliliglit- 
iiig the liiieuj) of recording -tar- were the Kverlv Krother-: 
other- were Chuck Miber. Martha Lon Harp. Joel (.rr\. (;enrge 
I laiiiiltoii. Toiniiiv i.eonetli. .lerri \daiii-. Iloniiie (,nitar. 
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MERCHANDISING 

{Continued from pas:e 43 I 

culiarl\ efft'ctive position, one ac- 
corded them b\ the natural contacts 
whicli tlie\ tan gain and maintain with 
retailors. In calling on chains, the ad- 
\ertiser s representati\ e is often unable 
to contact the sales and super\ isory 
personnel: hut it is here that final de- 
cision is made regarding items to be 
featured and promotions to be run. 
Stations have these persons as their 
normal contacts. It is not hard to see 
how a station which has developed 



close retailer contacts is a valuable ally. 

Chain display offers are good mer- 
chandising. The most effective step 
that can he taken to increase sales in 
today's self-service marketplace is the 
improvement of display size and loca- 
tion of an advertiser's wares in retail 
outlets. Exchange facility agreements 
can handle this \ ery nicely. 

But merchandising experience is es- 
sential. All too often chain display 
contracts are neither properly made 
nor effectively administered. With 
merchandising personnel now handling 
our contracts at WISN AM-TV. all re- 




WICHITA AREA ARB REPORTS... 
4outof 5KTVH VIEWERS ARE ADULTS 




ADULTS WITH BUYING POWER 

In the June, 1957 ARB of the Wichita area, 
KTVH leads the way where it counts — with 
2,872,897 adult viewer impressions in the top 

73 quarter hours. Four out of five viewers 
on KTVH are adults, who pack real 

"grownup" buying power! 

TO SELL KANSAS . . . BUY KTVH. Exclusive CBS-TV for Central Kansas. 



Howard 0, Peterson, General Manager 



C^OHHCC ^^^^ 

> Represented Nationally by H-R Television, Inc. 



tailers were actively solicited as a mat- 
ter of policy, regardless of size, and 
the price per promotion is realistic. 
1 85% less than the original contract 
negotiated some years ago by the then 
Promotion Manager I . \^'e can be for- 
given if we're a hit proud of our work- 
ing arrangements with smaller inde- 
pendents as well as with the largest 
chains. 

Experience pays off when merchan- 
dising is needed. The Colgate district 
sales manager was literally speechless 
the day the author arranged feature 
displays in some 140 stores with a 
couple of phone calls; he'd been trying 
to accomplish the same thing for a 
month and only wearing out shoe 
leather and pant's seats in the process. 

Merchandising can be indirect, as 
long as its purpose is maintained. 
Some time ago we received a request 
from the then Snowcrop representa- 
tive. He was interested in finding a 
way to substantially affect the sales of 
frozen food products through display 
arrangements. 

Merely increasing the number of 
rows of an item in the refrigerator 
case as is normally done proved to be 
of questionable value, at best. Shelf 
talkers helped to a certain extent, but 
didn't always pay for their production. 
A controlled test, for which we were 
able to help in the twin problems of 
locations and control proved that there 
is one method which will materially 
affect the sales results on this type of 
item. We're sure Snowcrop benefited 
from the information obtained. 

Merchandising is not confined to the 
food industry, even though it does bulk 
large because of that industry's rela- 
tive advertising expenditures. In other 
lines, the assistance rendered often will 
take different forms, hut the means are 
at hand and the principles of merchan- 
dising equally appHcable. 

Take the drug industry for example. 
In Milwaukee only around 8% of all 
retail drug stores are organized to do 
an effective merchandising job. In 
this situation we take our problem to 
the drug distributor. 

For advertisers such as Anahist we 
have been able to add to the sales 
force of the client the effective assist- 
I ance of some 20 extra salesmen during 
their heavy selhng season. This is 
done by pre\ailing upon the drug 
wholesaler to require a quota from 
each salesman, and increase his com- 
pensation for good performance. This 
I is done by a \ ariation of the exchange 
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f;i( ilil\ (leal ii> i> m.rmall\ n|>iTal<-il in 
i-t)iijinittiiiii with iflail oiilltUs. 

\^>i>laii( t' of tlii> iiiMiicx iiia\i- 
iiiiim (ii^lriliiilioii lo llic larj-e indc- 
pciitlciil majoril) wlilfli e\i-'t> in llif 
(Irii^ field; inakc^ ceilain llial "onl of 
.slock" eondilioio arc held lo a inini- 
ninm; e\|)(»e> llic indcpcndenl retailer 
lo the niamifaetnrer's s;ilc.s sl(n\ ; and 
aids in llic di-trilnition and nM' of 
point of pnrcliax' nialei ial. 

For Dcerinjr Millikcn. Inc., durlnj: 
tlieir haek-lo-x liool promotion on Lor- 
cite fabric ami \lascl \arn. ue proved 
that a station can intcr\('nc sneccss- 
full\ in the soft jioods field. Tlic mer- i 
cliandisinp: acc()nipli>lied for this client | 
uas nnspcctacnlar. bnt sonnd. W'e ol)- I 
tained newspaper s[)ace in department ' 
store ads; comliicled clerk training; ses- 
sions in the .-tores; e\en carried port- 
able tele\isioii sets onto the sales doors 
so the salespeople could i)e<t)iiie fa- 
miliar witii tiie adverti?inji claim?. Ml 
were small, inexpensive items in them- 
?el\es. 'fo<;ether, tiic) added up to a 
successful seiliiij; promotion. 

Merclumdisinjr is m>t a siiort cut for 
broadcasting stations to take with 
grand expectations of a rush of new 
business. Agencies \cry properly 
should refuse to accept merchandising 
as a substitute for performance in a 
station's basic medium. 

On the other hand, agencies siionld 
not regard merciiaiidising services as 
■ free goods." The\ are services ren- 
dered to an ad\ertiser in order for him 
to obtain maximum sales results from 
their advertising. It has trid\ been 
.said that advertising can drive a house- 
wife into a store and e\en up to the 
shelf, but it is merchandising which 
makes her reach for the right package. 

I he logical man to coordinate a sta- 
tion's activities \sith the ad\erliser"s 
needs and sales policies is the client s 
local district sales manager, lie's the 
man responsii)le for the territory's 
sales record, and the purpose of all 
ad\ertising and merchandising is to 
improve that record. 

Let the man on the ground judge 
the \alue of a station's merchandising 
assistance and forward the merchan- 
dising reports. Strip the tinsel ofT tiie 
pretty pictures and judge a station's 
advertising and merchandising efTec- 
liveness by the sale* record. The 
money in the cash register is all that 
really counts. 
^ The biggest value of merchandising 
programs from a station's point of 



\anlage lirs m reiiessals of sali-lieil 
atherlisers nud the relations whi. h this 
assl.i;,,,,,. In-lp- to fosi.-r bi-iween ;id- 
serliseis iiiid their media. 

Here at W l>sN \\|.| \ base a 

v.holc host of s,.:,..,„al ads. Misers sshn 
repeatedU come hack to n- \e;,, aftei 
\ear. led l.\ the elTc( ti\enes., „f uni 
combination of performance in our 
basic irc(li;i plii> t|„. merch.indisin^ 
sersiccs \\\\\ih we |);i(k it np. \ 

h u of the-,, clients I . >. MnbherCo.; 
Koberts. Johnson. I{au.l; F.-ls-.\aptha ; 



I). L. ( l.irk Co.; ( hnrni ( m- 

On. ni. H handisnig p.o-i.,n. hi- 
sis|,-,| ic. cniK in the « h.in;!i oM-i 
W I«s\. l \ of II. J Ib i,,/. (.olg.n.- "^ojp 
pio.hi.ts. jM.I Northern I'aper MilN. 

\nd ihcc'- the true mca-u f the 

n:ci< haiiilising st(,r\. (.ocd men li;iu- 

di-ing i- not ni-ce--,iriK ^ 1 pi >■ 

lion, jn-t ;i- ;..()oil pimnotion is not 
iiccrs-;iril\ good iiicH ha IK 1 i-iiig . I he 
objcctises ;iic dilTcrent. 

Like art, inert h.iiidi-ing i- limited 
nh \>\ the limil.ition- of iho-e u jio 



1 an-..-sh.-en; MishcuM.ka Mnhber \ sc.-k to .-niplo 

Woolen Mfg. Co.; D.cring. Millikcn; application- an.l cnjo\ the ics„lt.. 



L. 



Its pinp, 




Bigger than you think! The 
Beaumont-Port Arthur-Orange 

area is the fourth largest market 
in Texas and it's all yours with 
KFDM Beaumont Radio and TV 

See PETERS-GRIFFIN-WOODWARD, inc. 
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NIELSEN AND TRENDEX 

iConlintH'd from pa^e 10) 

comedies ua5 almost identical in both 
studies. ^ 

It is also interesting to note that the 
Hi } an Houston study, done on the 
l.asis of April 1956 Trendex and \ie|. 
s(Mi ratings, came u)) with almost the 
same average rating spread. The 
ageiicN spread came to 5.5 |)oints A\hile 
si'ONSOk's figure is 5.7. a remarkable 
similarit) even taking onl) statistical | 
\ariations into aeeount. 

Paul K(dler, associate research di- 
rector of Reach. McClintoii, who ran 
the study at Hryan Houston when he 
was associate research director there, 
said the rating spread could he at- 
tributed to three factors. They are 
( 1 ) difTerence in method between | 
Xielsen and Trendex. (2) difTerent ' 
areas sur\e)ed and (3) statistical 

He calculated the first factor by 
comparing the 15-city Trendex and 
Xielsen's 14-cit) multi-network rat- 
ing. Since the coverage of these two 
measurements are almost identical. 
Keller assumed that the difTerence in 
the average ratings of the two services 
would he due to differences in tech- 
nique. This figure came to 2.4 rating 
points. 

Keller then compared the national 
iXielsen with the 14-city Nielsen and 
found the average rating difTered b) 
2.1 points. This figure is a measure 
of program preferences of the U. S. 
as a whole vs. the 14 cities, since the 
method of measuring was identical. 

The remaining 1.0 rating |3oints in 
the total average spread of 5.5 points 
Keller ascribed to expected statistical 
error. 

The fact that several sources con- 
sider fi\'e rating points a good a\'erage \ 
sjiread between Trendex and Nielsen ' 
indicates that it is more than a coin- 
cidence. While this figure is not re- 
liable in predicting a Nielsen rating 
for a specific show, it ap|)ears reliable 
for |)redicting a general sets-in-use 
level. 

'I'his doesn't mean that it is |)ossil)le 
to come u|) with any kind of mathe- 
matical formula. Research must he 
teni|)ered with judgment and a broad 
knowledge of other factors that influ- 
ence ratings. This is especialK true 
with trying to figure out the first rat- 
ing of the season. An educated guess I 
can be made but it must be made with 
care. ^ 
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ONSOR ASKS 



Should a station representative approach the client directly 



E. E. (Jim) Eshleman, Jr., sales man- 
ager, radio ditision, Edward I'etry & Co., 
New York 

We, in radio, feel that it is not only 
appropriate but often mandatory to 
t^ell the client directly in certain types 
of sales efforts involving, for example: 

1. An attempt to convert a non-radio 
account. 

2. Presenting a different general 
buying pattern, such as afternoon vs. 



"creation of 
a better 
understanding" 



morning or nighttime vs. dajlime. 

3. Securing an addition to a market 
list. 

4. Creation of a better understand- 
ing of a particular station's qualitative 
values when we feel that an agency is 
using sliderule buying methods. 

5. An effort to help the buyer com- 
municate a vital change in the over-all 
competitive radio picture in a market 
in which the advertiser is vitally in- 
terested, such as a totally new pro- 
graming concept, new facilities, or 
other factors not yet reflected in a rat- 
ing trend. 

6. Direct demonstration of a par- 
ticular station's extra special service 
capabihties, such as merchandising, 
point-of-sale displays, end or dump 
displays, competitive store checks, etc. 
These activities are often of more in- 
tere'-t to the client himself than the 
timebuyer. 

^'e make every effort to maintain 
excellent relationships with buyers. 



media directors, account executives, as 
well as the cHent. When such a re- 
lationship has been properly estab- 
lished, there is no feeling of '"going 
over the timebuyer's head." 

The problem and circumstances 
must dictate the approach to be taken. 
Certainly there can be no fixed plan 
since agency organization and pro- 
cedures vary, as well as agency-client 
relationships. 

There are many ways we go about 
these direct client contacts. The actual 
contact may take the fonn of a direct 
call on the advertising manager or 
sales manager (sometimes both) by 
the representative salesman assigned to 
the account, but more often it will be a 
joint sales call by the representative 
salesman and his sales manager. \^Tieu- 
ever it is possible, we include an ex- 
ecutive of the station involved. 



Adam Young, Adam Young, Inc., New 
York 

Client contact is not bypassing the 
agency. Rather, it is the media repre- 
sentative's insurance that he is provid- 
ing maximum ser\ ice to the advertiser, 




tee are spe- 
cialists in how 
best to sell" 



the agency, and to his own clients — 
in our case, broadcasters. 

We believe that active, continuing 
contact with the advertiser is a basic 
responsibility in station representation. 
Broadcasting is such a fast moving, 



rapidly changing field that no agency 
or advertiser can keep currently in- 
formed except through the efforts of 
station representatives. 

With so many media decisions made 
at the client level, this contact is essen- 
tial if we are to get for our stations the 
business they deser\e. Effective rep- 
resentation requires that a selling job 
be done with every individual who 
has any voice in the selection of media 
and markets. 

Competing media have followed this 
pohcy for years, and the broadcast 
media are short-changing themselves 
if they neglect to sell both agency and 
client on the use of radio and tele- 
vision. 

In addition to its sales aspect, direct 
contact with the client enables the rep- 
resentative to service the advertiser 
more thoroughly. We are specialists 
in how best to sell those markets where 
we represent broadcast facilities. Be- 
cause we concentrate on a limited num- 
ber of stations, our knowledge of each 
market's characteristics is wider and 
deeper than any agency can be ex- 
pected to acquire. Our research and 
sales service staff is ready to provide 
the client with extensive analysis on 
any phase of his sales problems in our 
areas. 



Frank E. Pellegrin, n'ce president and 
partner, HR Television, Inc.; New York 
1 believe it is appropriate to sell the 
cHent direct 

1. W^hen the problem goes beyond 
ordinary media considerations. 

2. \^^ien extra strong competition 
from other (and unfriendly ) media re- 
quires. 

3. When an agency research or 
media department does not give a par- 
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ticiihii iiKirktt prnpcr ii'iofjnitiini 
111 tcriiis of sali'v potential, din- to sipe- 
cial (■irciiiiistaiici's wliirli we feel would 
lie bctlcr iindiTstood and appit'riati'd 
l.\ the client. 

4. When more than acKeitising eon- 
sideiatioiis are Involved. >iu\\ as per- 
sonal or politieal angles. 

f). When \on think \on are not get- 
ting a fnll and fair hearing, and e\er\- 
thing else fails. 

(). W hen, for an\ of -^cMMal good 
reasons, an agene\ asks or snggests 
that \on do it. 

l{einend)er that in the intricate ad- 
\ertislng field there are all kinds of 
agencies; some do a snperhK complete 
jol) with their clients and it is never 
iiecessar\ to sell them direct. Others 
are jnst the opposite — and there are all 
shades in between. Von have to he 
gnided therefore by }Our best jndg- 
ir.ciit, experience and knowledge of the 
particnlar set of facts in each case, so 
it is impossible to set up one fixed rnle. 



jraiih" 



■II pie I el) 



When making the direct client ap- 
proach, ] think it's best to be com- 
pletely frank about it w ith both agenc\ 
and client. It's best to clear the call 
with the agency beforehand if this is 
possible, and if not. to notify them 
of \our intentions and then to brief 
the agency people involved on what 
transpired soon afterwards. 

Client meetings should be carefully 
planned and prepared and pitched on 
a high constructive le\el. with the idea 
of adding to the client's knowledge 
rather than merely complaining of 
real or fancied ill treatment. 

Even if you are making the call he- 
cause you think you got a bad deal 
from the agency, it's better to make 
a solid constructive presentation to the 
client, without casting aspersions, be- 
cause this will accomplish both pur- 
poses; it will get you the order if \ou 
deserve it and will not destrov \our 
relations uith an agency that might 
be otherwise treating you quite fairlv. 
Be sure, however, to supply the agenc\ 
with the same information \ on give 
the client. 

In fact, there are many clients that 
(Please turn page) 




TV-TULSA covers 45 counties where . . . 

AUTOMOTIVE SALES TOTAL 
$314,275,000.00* 

Within the "fabulous 45" is Tulsa, 12th in auto 
sales in the U. S. and second in cars per capita. 
Auto sales in the 31 Oklahoma counties equal well 
over half of Oklahoma's total . . . The half you 
can't reach without TV-Tulsa. 



you get the fabulous 45.;.* 
ONLY Iwith 



tv 



■•Soles Monogemenf's Survey 
of Buying Power, 1957 
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SPONSOR ASKS ronlmned . 



"1 



call on rcfiularl) in our normal 
aerations ami lia\e Ixn-ii d()in<r so for 
mail) )ears. 'Phi? is comiiioii iiractico. 
and 1 believe it is thorougliK under- 
stood l)\ the agencies concerned. 
Siirel) llie\ would agree that no one 
should allcnijit to render clients or 
salesmen incommunicado, or to build 
iiiij)rcgnahle walls between them. \\V 
are all interested in the same end: 
better service to the cUent and better 
results from his ad\ertising, and if 
each part) will treat the others uith 
fairness and frankness. e\ erybod) con- 
cerned will do a better job. 



M. F. Beck, radio sales. The Kalz Agency 
The client is an integral part of the 
sales formula and is alwa)s included 
I.) The Katz Agenc) in its sales aji- 
proach. A representative's obligation 
to a client station, as we see it, is to 
do a well-rounded selling job. This in- 
cludes a coordinated sales effort aimed 
at both client and agenc). in addition 
to continuing contact l)y the station 
v.ith local wholesalers and distributors. 
The most cfTective selling of spot radio 
cannot be accomplished in "New \ork 
alone, hut oid) when the local buying 
influences are approached as well. 

X^'hile this pattern is alwa\s a|)plic- 
able, there are cases in which it uia) 
be altered and more than usual em- 
phasis placed on selling the client di- 



insiire 
coordination 
on all levels" 



rectly. We can cite three examples: 

1. Concept selUng: When we are 
selling spot radio as a medium, espe- 
ciall) where past advertising has been 
in other media, an intensified client 
apjiroach is necessar) . 

2. Very often the client has a unique 
appreciation of the advantages of spot 
radio. W^e also find man) knowledge- 
able clients who can discern best bu\s 
in markets. In such cases a direct 
client sell is a distinct advantage. Avilh 
the agency advised at all times of de- 
\elopments. B) the same token, man) 
clients lea\ e media selection completeh 
in the hands of their agency. 

3. When a sales message does not 
get the reception at the agenc) Ave 
think it deserves, we do a complete 
-elling job, comparable to an agenc) 
|)resentation. direct to the client. This. 



again. isalwa)s 
full knowledge 
on all levels. 




' uith the agenc)'s 
isure coordination 



Ed Jameson, <lirerlor oj Television 

Spot Sales, A eiv York 
We have ai)i)roached man) prospects 
directl) to show why s|)Ot tv merits in- 
clusion in their advertising campaigns. 

After consulting the prospect's 
agenc) (with which we always main- 



Ik 



' help 



tain close contact") and learning all ue 
can about the client and his product, 
we ask oursehes: How can we help 
this potential client to create new 
sales areas or exjmnd his present ones? 

An intelligent recommendation can 
be made onl) when the client's selling, 
inerchaiidising, advertising and even 
personnel problems are understood. 

Sometimes the client has a problem 
that doesn't in\ oK e straight selling. 
It ma) deal with the firm's relations 
with its emplo)ees or its stockholders. 

Depending on the facts in a particu- 
lar situation, we point out how spot 
tele\ision can help solve the problem, 
either b\ itself or with other media. 

Basing our recommendation on the 
kind of audience the client wants to 
reach, we may recommniend a news, 
sports or weather show, syndicated or 
feature film. . . . etc. 

After the jjrospect has become a | 
client of NBC Spot Sales, we go to 
him directly to show how our adver- 
tising, promotion, research and mer- 
chandising departments are at work. 

Agencies recognize us as a prime 
mover of products and are therefore 
interested in our continuing efforts in 
this area. They often suggest that we 
approach the client to demonstrate 
how spot can be used profitably in the 
14 markets which we represent. 

Much missionary work remains to 
be done for the medium of spot tv. to 
educate clients to its tremendous ad- 
vantages. To help accomplish this, 
NBC Spot Sales recentl) created a 
"New Buj^iness" dejiartment. This de- 
jiartment. which is unique in the field 
of station representation, will make 
concentrated efTorts to sell the o\ erall 
concejjt of sjjot to agencies as well as 
directh to the client. 




T. I spot editor 

J volniiin spitiisorod by one of the leading film producers in televisio 
S A H H A 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 




How to humanize roller bearings? Sarra makes them acl! Via stop motion a 
Timken roller bearing rolls, then zooms into stirring shots of the product in- 
use ... in planes, trains, larm equipment. A switchback to stop motion at the 
end underscores the Timken slogan: "At Timken, we have a word for it — 
betterness." An exciting commercial that opens and closes the Timken show. 
Produced by SARR/V in Eastman color and in black and white for The 
TIMKEN ROLLER BEARING CO. through BATTEN, BARTON, DUR- 
STINE X: OSBORxN, INC. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




Here's a how a spectacular o-minute spectacular lor Rheingold does a triple 
job. It introduces the 1958 Miss Rheingold contestants, urges the public to 
vote in the country's second largest election, subtly sells via the ballot boxes — 
and makes a musical comedy ol the entire spot. Alarge and Gower Champion 
— working with a special musical score — sing, dance, and "emcee" the show. 
The highlight of a park scenic design is a stylized carrousel — a device that 
makes possible three natural and interesting presentations of the 1958 con- 
testants. Produced by SARR.\ for LIEBMANN BREWERIES, INC. through 
FOOTE, GONE k BELDING. 

SARRA, INC. 

xNew York: 200 East 56th Street 
Chicago: 16 East Ontario Street 

This 60-second spot, one ol a series for Zenith Radio Corporation, forcefully 
demonstrates how beautiful a Zenith Hi-Fi set looks, and how realistic it 
sounds. Decorator-planned interiors enhance Zenith models. So that anyone 
can see how the component parts of a Zenith Hi-Fi set operate, the various 
elements are popped in — in sync with voice over. Here technical information 
is delivered with seeming simplicity. Produced by S.\RRA for ZENITH 
R^VDIO CORPORATION through EARLE LUDGIN X: COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



This connnercial for Knox Gelatine brings statistics to life — with hands! 
Hands moving against a black background demonstrate how 7 out of 10 
^vomen ^vith splitting, breaking fingernails can benefit from Knox Gelatine. 
They also create enough excitement to hold interest high for the convincing 
product demonstration and close-ups of package tliat follow. The entire story 
of Knox Gelatine-for-fingernails is packed — with apparent ease — into 20 
seconds. Produced by SARRA lor CHARLES B. KNOX GELATINE CO., 
LNC. through CHARLES \V. HOYT COMPANY, INC. 

SARRA. LNC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



SPONSOK • 21 SEPTEMBER 1957 



lu'liiifH unit r\nhintr\ nru \, tr<ril%, 
n/iinions jor fdtn Inn its <tml ^rllrr^ 



FILM-SCOPE 



n PUnLlCATIONS II 



VI" \. wliicli llir h\ luliriilor In l;ikr .1 (lii r iiiln Imi In liiiic. lliis uerk 

Itccniiir :i rriis;i»lrr n^jiiisl lliis hoil of IniHinos. 

Oliver \. I ir-:rr. NTV rxrcrrl'nr \.|.., in ,1 ,,ll,i„^ ~l.rlcni.„l. H.r.l 1 

"(Inwii^'i-uliii': \;iliirs of ImiIIi liliiis :iihI hl;ilinn lime" .iird an ••<lrlriiii< iil;il Im llir 
ciiliiT l\ indiislr) /■' 

Addfd rnprr: Tlir hrnlllri.M rc.noiru f..r lire Him l.n-iii.-s i, ll,,n„^l, ,.nr.'li;,M-H nl 
"rcfiiiliir jiikI |t:irk:ific sl;ili»tii rnlcs** liy :hI jficiirirs •Mr;iiiir»l in llir -iicrilirH nf 
liiiM'lniyiii';." 



A iKirlcr ilciil wliicli iVF \ f^niiif: uilli IXipiihilr 



iriill\ li/./lr.l. 



This week ;is for iii;rn\ licfor 
frliii Itiisincss. "Where." say h;rrii-- 

5h(.rl rangp. F ILM-SCOIM-: fiir, 



risiiij; enrols ronliri iicd In fid >l;ir Itllliiif; in llir 

1 fdm makers, "will the prddnclinn niiuii-y enmc fruni.'" 
. il will coiilimie Id conie from lliirr Irird Iriir 



II TIIK UA.NKS: This kind of borrowing eosls I.cMmmmi :^% imd (.f^, (pin- 
ice fliiH'ir). What iisiinll) happens is lhal n prodiirer fjels :i •;n;ir:nilee from , 
Irilnilor llial the hiiiik \>ill he repjiid. On the basis of this miderslandini:. ihc 
forks over ihe nionc\. Tlu' distrihiilnr <;cls :i eiil (arnnnd 2.)9c) for hi-^ -h.ire 
deal, and the hank keeps a claim on the |)roducer's product until he --ettle- np. 

21 THE "FACTOir": In the broadest sense, this is a fellow xsho pixes x,,n "^i 
iiioncy.*"' .Because of his greater risk and because "second mone\" is pai<l <ifT 
faolorinj; eliarpe.s run liigli. An actual figure pretty mcaninglc-*. beean^e the 
usuall\ throws in special charges and gets a share in the profhietion be-ides. 

31 THE PISTRIBUTOK: This tend, to be a sliniplil l%vo-way ..wnc-^liip 

in wbich the producer furnishes the technology and the distributor the ca-h. The >-\ 
ownership and profits is 50-50. 

\otp: Foreign financing iis^iially iM\olvrH slill aiuillier >lep — a ««m I of eo 
lion and drli\ery insurance. The banks just won't loan \ou nionc\ on a pronii-ri 
duction because foreign law won't honor a chattel mortgage on it. 5o \ ou fir'-t h; 
contract for a guarantee for insurance! that inonic- in\e-ted h\ a bank or factor w 
paid oil. In England. P^'lm Finances Ltd. deals e\ebisi\el\ in the-c gu.irantee-. 

It goes without saving that lliis fnianoia! rigmarole in \>li»de or in parl- 

t-alculaled I'nio llie final eosst of a film. 
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'I"raii!*filin is iiiviliiig .Nev* York ageiirirs foi 
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Ml that the trade kno 
df\ifr:s and that Tr 



a peek al -ouie new e\|»crintriil;d 
ooiiinierrials. 



,s aboirt it i- that it crniih. 
nsfilm ha- sunk -e\rral tin 



int.. dc\( 



pin. 



The fair of llir l>iicy 
iiioiiiriilarily looks clirrr 
\»illi llic lUMv DisiUM land 



rerun-' on (IIIS in llir \N * 

). \ii o\ernight Trendex sbox 
Scries (Ml AHC TV. 



ilnrsda* 7:.1()-J{ linir period 
ed that il wa-^ a elo-r inalrl: 



Xext question: hal happens when NBCs Vt'ag(ni 'I'raiii starts to roll 
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FILM-SCOPE con//m/er/. 



When FII^M-SCOJ'E asked a group of its Station Spotters recently how their relation- 
shi|)s with s)n(licators were shaping up, llie broadeaslers in the main said that they 
>vonhl like less of the fast-hiick teehniqne (31 August, page 77). 

This veek FILM-SCOPE asked syndicators for their version. The Spotters: 
Bernie Crost, sales v. p., Walter Schwimnier; Don L. Kearney, sales v.p., ABC Film Syn- 
dication; Jake Keoer, NBC TV Films, v.p.; Tom Moore, general salesmanager, CBS 
TV Film Sales; Boh Rieli, general sales manager, AAP; and Bob Seidelman, manager 
s} ndicated sales, Screen Gems. 

In general, the film people think they are getting along pretty well with their 
customers considering this major handicap: The use of film has spread so rapidly 
thiit many stations can't seem to keep iip with the latest eoneepts. Speeifieally: 

1) Rigid programing notions still prevail, sometimes blinding stations to a more 
(lexihle use of film. 

2) Similarly, the '"fixed-top" price idea keeps cropping up. With better quality 
film, say the s) ndicators, stations often could boost local rates. In fact, too many sta- 
tions buy film "by the pound." 

3) "Red tape" screening leads to hard feelings. Tlius Station A will ask for a 
preliminary showing for its film buyer and program director, followed by a subsequent 
screening for its top brass. Meantime competing Station B quickly makes up its mind and 
takes the deal. Station A now burns. 

4) Although stations are prone to complain about lack of merchandising aids, the 
shoe is apt to fit the other foot. Film has a point-of-sale value for sponsors — an im- 
portant angle that stations tend to overlook. 

5) In the same vein, stations usually could get higher ratings (especially on 
feature film) if they were as energetic in their hoopla as theatre exhibitors. 

6) Looking down his nose at a film salesman may help a broadcaster's ego, but it also 
glinls off some of the know-how the salesman could give him. "I wish they would 
stop calling us peddlers." says one film man. "Where else do they think they could 
get film — from Sears, Roebuck?" 

Ever) business has a certain amount of convenient statistical rubber. This week the 
syndication business is discussing how you gauge sales. 

• Do you count by markets, or 

• Do you count by stations? 

To get a real idea, the trade feels, you should have a station list. That will 
show up any duplications within markets. 



Horror films again were in the news this week. 

Madame Tussaud's Wax Museum — which exhibits characters whose contributions to 
infamy earned them a place in its Chamber of Horrors — will be filmed for tv. 

Robert Siodniak and Jules Buck, together with British film producer Charles Reyn- 
olds, have tv rights to the files and name of the fantastic museum, and will produce the 
scries of 39 on the continent for distribution in 1958. 



FLASHES FROIM THE FILM FIELD: Caribe Films, Inc., a Puerto Rican Co., 
has been set up to service U.S. accounts and shoot for financial savings through tax exemp- 
tions and government cooperation in that country . . . Buster Crabbe stars in the new 
half-hour tv series. Davy Jones, which is deep in under-water sequences — a new fad with 
the kids . . . TPA says its initial 1957-58 budget is set at $6 million with five new shows 
upcoming . . . The object of ZIV's latest expansion move is to provide more complete 
sales coverage because of the ever-increasing rise in syndicated sales. 
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aunclies another! 



WAVY-TV in Norfolk sets sail as ABC-TV's 
74th live station, raising 
ABC-TV coverage to 93.1%* 



Add another to the growing hst of ABC-TV live markets. This one 
is Norfolk-Portsmouth, Virginia - where WAVY-TV (Channel 10) went 
on the air in September as a full-time ABC-TV affiliate. Nov/ 
of this great market (the nation's 37th television market) can see 
all ABC-TV shows - as scheduled and programmed. 
ABC's affiliation with WAVY-TV raises our live coverage to 78.4% 
of all U. S. TV homes. Already this year, we've added stations 
in San Antonio, Tucson, St. Louis and Miami. In the offing, 
this season, are live, competitive ABC-TV affiliates 
in Peoria, Indianapolis, Nev/ Orleans, Omaha, 
Youngstown, Boston, Amarillo and Pittsburgh. 
These will push our live coverage up to 85°©. 
To advertisers, ABC-TV extends a cordial invitation to 
take a closer look at the new ABC coverage story. 
And to Norfolk, it's a hearty '"Welcome aboard!" 
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Total coverage tor average halt-liour evening prcgraTi. More than &i% ct this is I 



No doubt about it, there's many a truth spoken in ^nst. CNI'V philosophy 
can be spelled out very briefly: 

We believe in Planned Production. With our "Boots and Saddles— the Story 
of the Fifth Cavalry" just released for syndication, we're well on the way to completion of our 
next series, "Union Pacific." And the cameras are set to roll on yet another series. Continuity 
of effort like this is why we have and hold some of the best creative people in the businos.s. 

Our production plans are our own. We have full confidence in the continued 
growth of non-network television, and we have undertaken to supply its program needs on a 
regular basis. The result: film of far greater quality per dollar invested than is possible in an 
intermittent, piecework, patchwork operation. The beneficiaries: non-network advertisers, broad- 
casters, the public, and us. 

Our creative decisions are our own. We believe that tailoring a series to 
the assorted demands of all potential customers only leads to the kind of programming that's 
best described as corned beef hash. 

Our timing is our own. When we produce a new series, it's because our own 
best creative judgment tells us that a series is ripe for the making — not because a "pilot film" 
has lured enough advance sales to underwrite any part of our negative costs. 

We don't create consumers and we don't create advertising. We do create 
entertainment that energizes consumers for advertising. And because CNP production doesn't 
wait on sales, temporary fluctuations, or other people's opinions, we'll always be ready, as we 
are right now, with prime syndicated TV film product to meet the growing needs of an expanding 
Non-Network Market. That's the CNP storv in a nutshell. nbc telkvision films a division of 

CNP 

CALIFORSIA NATIONAL PRODUCTIONS. I.NC 
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er «o effectively as ^ 
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KLAtAATH F^LLS, OREGON 

Ask -the KAeeWer Co. 
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National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Procter & Gamble Co., Cincinnati, is preparing a campaign for its 
Crisco in various markets. Schedule kicks-off in September for an 
indefinite period. Announcements of varied lengths will be placed 
during daytime segments: frequency will depend upon the market. 
Buyer: Graham Hay and Bob Pape. Agency: Conipton Advertising, 
New York. (Agency declined to comment.) 

General Foods Corp., Maxwell House Div., is going into scattered 
markets for its Regular Maxwell House coffee. Campaign begins 1 
October for 26 weeks. Nighttime minutes are sought, with fre- 
quency varying. Buying is not completed. Buyer: Roger Clapp. 
Agency: Benton & Bowles. Inc., New York. (Agency declined to 
comment.) 

Exquisite Form Brassiere Co., New York, is entering various mar- 
kets to promote its undergarments. Late September schedule will 
run for 52 weeks. Minutes and chainbreaks will be slotted both day- 
time and nighttime; frequency varies from market to market. Buyer: 
Jo Napoli. Agency: Grey Advertising Agency, New York. This is 
the cash portion of the schedule, part of which is barter. (Agency 
declined to comment.) 

Procter & Gamble Co., Cincinnati, is initiating a campaign in 
Southern markets for its Tide detergent. The September schedule 
will run for 52 weeks. Minutes and chainbreaks will be placed 
during nighttime hours; average frequency: five per week per mar- 
ket. Buyer: Dave Place. Agency: Benton & Bowles, New York. 
(Agency declined to comment.) 

Bissell Carpet Sweeper Co., Grand Rapids, is going into the top 
56 markets for its Breeze sweeper. September schedule will run for 
seven weeks. Minute film announcements will be used during day- 
time segments; frequency will depend upon the market. Bu}er: 
Frank Carvell. Agency: N. W. Ayer, New York. 



RADIO AND TV BUYS 

The Wheatena Corp., Rahway, N. J., is planning on using radio 
and television spot to reach the housewife, after many years of 
strictly print advertising. Radio-tv schedule initiates 30 September 
for 18 weeks: a 10-week run, four weeks off, then an eight-week run. 
Announcements will be slotted primarily during daytime segments, 
Monday through Friday; frequency will vary from market to market. 
Buving is not completed. Buyer: Jim Ducey. Agency: Cunningham 
& Wahh, New York. 
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B-U-Z-Z-Z-I-N-G! 

While some have been sleepy as gophers over the summer, 
the Young group have been "busy as bees." The result is 
more honey for the stations — and more stations to represent. 
The new hives of activity are: 



WSAI Cincinnati 
WYDE Birmingham 
WILD Boston 



Worcester 'WORC 
Topeka K J AY 

why not toste some honey yourself? 



ADAM YOUNG INC. 

NEW YORK • CHICAGO • ST. LOUIS • LOS ANGELES • SAN FRANCISCO • BOSTON 

'represented by Young Representatives Inc. 
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Capsule case histories of successful 
local and regional radio campaigns 



RADIO RESULTS 



DRUG STORE 

SI'O,\S0K: Jackson's Drug Stoiv AGHiNC.'l : Dir.-ct 

Capsule case history: UesuUs-gettiiig radio advertis^iiig 
and alert merrhandising can mean success for an) business. 
This adage lias been proven true for Jackson's Drug Store. 
In December of 19\P>, Wallace Jackson was introduced to 
radio advertising by the area's new station, KGYN. Right 
years and 3,000 broadcasts later, he's still advertising on 
KGYN. 'llie store's old 25-ft. front has been replaced with 
a beautifnl new 100-ft. building and a branch prescription 
department has been added at one of the local clinics. For 
the 3,000th consecutive broadcast, Jackson's 40-minute live 
morning organ show Among my Souvenirs, was performed 
from the store. The crowds and the phone requests were x) 
overwhelming in the town of Guynion and the entire sur- 
rounding area that another program was broadcast later 
that day, with equal audience response. Both Jackson and 
KGYN realize that the first 3,000 are only the beginning. 

K(;YN, Oklahoma City PURCHASE: Program 



SOFT DRINK 

SI'OiNSOK: Washington Coca-Cola AGENCY; Direct 

Capsule case history: After some months of disappoint- 
ing advertising results. Washington Cola Cola decided to 
try radio ad\ertising on independent specialty stations be- 
cause (1) their music appealed to a large audience in the 
area and (2) they had a low cost-per-1,000. Coca Cola was 
able to j)urcbase five specialty stations for the price of one 
network outlet. Couiitry-and-western music station WARL 
was given a substantial part ($2,244) of the budget for a 
period of three months, to help increase sales in the metro- 
politan area. The first month h)poed 'Coke' sales 20*^^ in 
the Silver Spring. Md.. area, IS'^r in the Alexandria. Va.. 
area, and 14% in the D. C. area. Consequently, the firm 
renewed for 52 weeks and have since realized a profit in- 
crease of up to 30' f over last year. With the inauguration 
of the second campaign. 'Coke' increased the number of 
stations used in the area, from the original four to 10. 

WARL, Arlington PI KCII \^E: Announcements 



AUTOMOBILES 

SPONSOR: Coyer Motor Co. AGENCY: Direct 

Capsule case history: For 21 years, this Scraiiton Chr>s- 
ler dealer has sponsored The Coyer Shotv, a musical pres- 
entation on WGBI, Sundays from 5:30 to 6:00 p.m. Nick 
Coyer reports WGBI has expanded his sales area to such 
distant towns as Mount Pocono, Luzerne and Carboiidale. 
which have their own Chrysler dealers. From a small be- 
gimiing, Coyer has become one of the area's largest Chr\s- 
ler dealers. With 50^^ of his ad budget in radio (the re- 
mainder is divided in print). Coyer and WGBI ha\e cre- 
ated many new slogans and jjromotion ideas. One of them. 
"Coyarized Used Cars,'' has won strong public recognition. 
Indication of radio's good will : people constanth visit show- 
room to recpiest numbers to be played. The auto agenc\ 
reports thai radio advertising has been primaril) r<>sp()nsil)le 
for their success in ihe area. Coyer says: "9G' i 
of the cars sold have radios — and radio sells cars!" 

WCHI, Scranton IH RCII \SE: 30 miniile- 



SHOPPING CENTER 

SPONSOR: Loclnvood Shopping AGENCY: Clarke, Dunagan & 
Capsule case history: What happens when a new, giant 
shopping center backs its opening day with 24-hours of on- 
the-spot radio coverage? The resuh is the biggest crowd 
ever gathered in Dallas except for the opening of the State 
Fair. Police estimated 103,000 shoppers turned out to see 
the center dedicated, to be entertained b\ an albstar line-up. 
and to visit Lochwood's 36 retail stores. KLIF placed a 
specially designed glass 'fishbowP broadcast booth at the 
shopping center for the 24-hour schedule. Beginning at 
12:01 a.m.. its d.j.'s did their regularh scheduled shows 
from the 'fishhowb' All commercial time during the day 
was ahocated to Lochwood's merchants. Bill Dunagan. of 
Clarke. Dunagan «S> Huffines. the agenc\ . said: "Adxertis- 
ing the sliopj)ing center on KLIF made it one of the cit\"s 
greatest promotions in years. The full impact of 24 hours 
of radio put lire Lochwood opening 'oxer the top! 

KLIF. Dalla- I'l RCH \^E: 24-hour schedule 
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The huge, new $25 million Eastland Shopping Center 

is the talk of Detroit. It features 73 stores, has 
parking space for 8300 cars, serves a neighborhood 
of ahnost a half million people— more people than 
live in Omaha, Toledo, Nashville, Miami or 
Ft. Worth. 

Naturally, WWJ is right in the center of things — with 
its exclusive glassed-in studio, two top notch music 
-and-interview programs every weekday, merchan- 
dise displays, and other salesmaking features. 

Step up your Detroit business by using this power- 
ful one-two punch on WWJ. 

W M # % A # I AM AND FM 

WWJ RADIO 

WORLD'S FIRST RADIO STATION 
Owned and operated by The Detroit News 

NSC AIT.IIoie 

National Representatives Peters, GrifTm, Woodward, Inc 




JIM DELAND 
4:30-6:00 P.M._Weekdoy$ 
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Reeves arrives 




The Jim Reeves Show joins American Radio's live, weekda 

Jim Reeves, whose song hit Four Walls is pushing the million sales mark, brings to American 
a 10-year record of radio success as a local musical personality, network guest star and 
persuasive air salesman. 

His new musical hour, The Jim Reeves Show, originates live from WSM Nashville, home 
of today's hottest musical talent. Featuring the Anita Kerr Singers (live) and Owen Bradley's 
orchestra (live), it will boast regular guest appearances of such top-tune artists as Marty , 
Robbins, Ferlin Husky and the Everly Brothers. 

The live Jim Reeves Show is backed up by the showmanship-salesmanship skill of WSM 
and the new American Broadcasting Network. 




njsical line-up Monday, October?, 1-2 pm 



the 



AMERICAN 

BROADCASTING 

NETWORK 




NOW IN 

ROANOKE 

and Western Virginia 

WDBJ*^ 



presents 



followed by 

the EARLY SHOW 

Famous Feature Movies 




Monday through Friday 
4:00 to 6.05 P. M. 

Your Peters, Griffin, Woodword 
"Co/one/" con give you the full itory con- 
cerning participations. Call him now! 



News and Idea 
WRAP-UP 





ADVERTISERS 

Suiii^liint* Hiscuits >viiicii lias been 
iisiii<r spot tv ill 70 iiiai-krts, is 
iiioviiijr into iiftwork tv for tlir 
first time. I)egiiiiiiiig this >veek. 

CHS TV's Bent the Clock and Garry 
Moore Show are the two \eliicles. 

Supplementing tlie>e network buys?. 
Sunshine plans to use some film s\n- 
(licated shows i//ighuay Patrol. Code 
.7 and others I in selerted markets. 

Cunningham & Walsh is the agency. 

This fall its going to he an all- 
television advertising program for 
Drackett Co. with a coiiihiiiatioii 
of iiiglittiiiie and daytime network 
tv heiiig used consistently for the 
first time. 

Winde.x and Drano will he featured 
on NBC T^"s IFagon Train ( Wednes- 
day 7:30-8:30 p.m.) and also on the 
network's da\ timers: Bride & Groom. 
The Price is Right, Tic Tac Dough. It 
Could be ) (>n and Today. 

Decision to direct ah ad efforts in 
tv was made following a short test last 
spring of the day plus night tv plan. 

Agency is Y&R. 

Keehler Hisniit Co.. in helialf of 
Saltiiies, this week has hegun a 
saturation radio-tv eampaign due 
to run the entire month. 

Around 50 radio stations in 46 
Keehler market areas are being used 
and a similar plan for tv is in the 
works. 

Lewis 1^ Oilman. Philadel])hia. is 
the agenc\ . 

Lysol (Lehn & Fink), which has 
just signed as one of the co-spon- 
sors of MiC TVs Tru//i or Con- 
.sei/iirncp.s (M-F. ll:30-12n). is 
looking for additional television 
coverage as part of plans for the 
most extensive ad hudget in its 7 I - 
year history. 

Agencv for the disinfectant is Mc- 
Cann-h^ ick>()ii. 

i-Craft has added seven 



daytime network radio shows to 
its fall advertising plans. 

These radio bu\s are in addition to 
sponsorship of an alternate week half 
hour of NBC TV's Steve Allen Shou 
(Sunday o-9 p.m.). 

The radio broadcast schedule in- 
cludes: Art Linkletter, Helen Trent. 
Young Doctor Malone. Ma Perkins 
and \ora Drake on CBS, ^eus oj the 
World on \BC and news program? 
preceding and following the xXotrt 
Dame football games on Mutual. Se\ 
eral other shows are also being con- 
sidered. 

All radio time will be used to ad 
vertise Coldene cold medicines am 
Pharma-Craft feels that when radio 
purchases are comjdete. the\ will adr 
up to the biggest broadcast «chedul< 
ever developed for a cold medicine. 

In addition to the network radii 
schedule, Coldene will I)e featured on 
.93 local radio programs in 46 citie-. 

JWT is the agenc\. 

Joh notes: Edward Kletter ha- 

been elected vice president and direc 
tor of advertising for Pharmaceutical- 
He v\ill also ser\ e as a member of thi 
executive committee. Kletter was pre- 
ident of Parkson Agenc\ which han- 
dles the Pharmaceuticals account. 

AGENCIES 

W^ith Edward Kletter's move ovci 
to Pharmaceuticals as vice pros! 
dent in charge of advertising 
here's the new" set iip at I*ark*or 
Advertising: 

Ted Bergmann rej)laces Kletter a: 
jjresident and chief executive officf 
on 1 October. Bergmann comes froii 
McCann l-]rickson where he was ; 
radio-tv \ ice ])resident. Before Mc 
Cann-Erickson. Bergmann was man 
aging director of DuMont and diiec 
tor of broadcasting division of th< 
\llen B. DuMont Labs. 

Franklin Bruck moves from exerii 
live \ ice president of Parkson ti 
chairman of the hoard. 

Parkson bills around S20 million ^ 



ROANOKE. VA. 

Owned and operated by 
the Times-World Corp. 



61 



SPONSOR • 21 SEPTEMBEK 195' 



\car willi !><)'«'. ^^oin-; lo media and 
20' I lo >|)acc. A< ( t>iiiil> iiicludf 
I'liarmacciiticals and J. I!. Williiinis 
(!(). products. 

\<>\4 jij:«'iiry Jippoiiitiiu'iils and rrs- 
i<;iiiitiuiis: Joseph K:it/. (lo. \\n< 
iTsifincd till' (Mil ire ("diailcs Antcll ac- 
count clTcrtivc 30 ScplcnilxT . . . 
Ollnii •!<: Ilroiiiior. Cliicaiio, lias ' 
l.ccn appointed to handle llie a(l\er- 
ti-inj; for \ulopoint Co. I .'K hall point 
pent. \n expanded enn>nnier cani- 
paifin i^ cnrrentK iinderwa) . . . Leo 
lliiriirtt has lesiuned the i:a>tside di- 
NNion I Los Anj-eles) of I'ahst as ..f 
;U DecenduT. This was the la>t ral)>t I 
piece of business in the Burnett shop 
. . . HiilhraiifT X Kviiii has received 
a renewal of its contracl for the re- 
crnilnieut ad\erti>injr of the Air Force. I 
New contract expires 30 June ' 
. . . (;ord<»ii Best for llelenc Curtis' 
dandrulT treatment hair Ionic for men. 
a new product . . . Keiiyoii »!<: Kek- 
hardl for \.^.U. rr()(hict> Corp. ffor- 
uumU \niericau Safet\ Razor) . . . 
(leorjie II. Ilartiiiaii ("o., Chicago, 
for the Kretschmer W heat Ccrni ac- 
count. Network radio will he ur-ed in 
hiture ad planninn . . . Kiiiil .AIojiiil 
for I5arricini Candies, which operates 
.">0 stores in major eastern cities. New 
advertising program will include 
hroadcasl media . . . W. H. Doner & 
Co. for CoaMal Foods Co. (a division 
of Consolidated Foods). ^ 

I'oeus on (ter^onalities : Kiehard 
W . Tiilly. vice pre>idenl and account 
supervisor at FCB has heen appointed 
general manager of the agenc\ s Chi- 
cago ofllce . . . L;nM*ene«' J. JafTe. 
formerl) vice president and director 
of rc'^earch at Erwin. W'asey. has 
joined Kastor. Farrell. Chesle\ X Clif- 
ford as senior vice president and di- 
rector of marketing and research . . . 
Hobert Kelly, formerly product 

I Mianager at Le\er Brothers, has joined 
DCSS as an account executive ... 11. 
.Manriee Jones has been named a* a 
supervisor and Frank K. Ladiek as 
an associate in the research depart- 
ment of NLB. Jones h)rmerl\ was re- 
■'earch director with Earle Ludgin and 
Ladik comes from Swift & Co. where 
he was a market auaKst . . . Sherman | 
J. McQueen, formerly with CH5 Ra- 
dio, has joined D'Arcy's Los \ngeles 
ollice as marketing and re^ea^ch rep- 
resentative . . . Dr. Arlluir 11. Wil- I 

1 ken*, formerly with DFS. has joined 
B&n as a project director in the re- ' 



WCUE IS NO 1 

IN AKRON 

Between 8 A.M. and 5 P.M. 

daily, WCUE delivers 

more listeners for your 

ad dollar than any 

other Akron station. 

(In all other periods, just 

a gnat's whisker away from first.)* 

See your JEPCO Man for 

details or call WCUE Sales 

Veep, Jack Maurer, FRanklin 6-7114 

.ij-r per tnousar 'u'- _ ed nF A" -57 




Akron. Oh,o - WCUE / WICE - Providence. R. I. 
The John E. Pearson Co. National Representatives 
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A pictorial review of local 
and national industry events 



PICTURE WRAP-UP 




No, he's not Santa ClaUS. Kids line up to meet Toby David, alias 
"Captain Jolly," emcee on the CKL\S'-T\', Detroit, I'opeye show. In nine 
personal appearances. Captain Jolly drew an average audience of 2,000 



At least there's no parking problem. Joseph Beres, 
WHK, Cleveland, aceount executive gets fast ride downtown 
on di>c jockey Bill Gordon's newly purchased motorcycle 




First fall casualty, Albert Allotta of Compton's New York 
department nurses broken leg. Accident occurred during inter-agei 
Softball game, when Al, a center fielder filling in at third base v 
dumped during a close play. Despite Allotta's spirit, BBDO vn 



Miss Channel 17 doubles as Miss .\a^y Wings. Sally 
Reilly, reigning Queen of WBUF, Buffalo, is photographed by 
Vice Admiral 'V^'illiam V. Davis, deputy chief of Naval Opera- 
tions for Air. Occasion was Naval Air Show at Niagara Falls 



mKE\ 

850 W 





Ready to go. ^^C1)A-T^ prepares to switch fr 
of FCC-ordered de-intermixture of the Albany-Schcnectady- 
rector (1.). Mikita, comptroller (c), and Murphy, gen. 



mum coverage brings maximum results 
new fashion for broadcast promotion. \^ YDF, 
rmingham. rivaling ABN's recent girl-in-barrel 
lint offers added lure of a free cup of coffee 



to channel 10 £ 
Troy market. Pogan, 
manager, inspect nc 



I 





THE KEY 

TO SUCCESSFUL 
TELEVISION 

CAMPAIGNS IN THE 

CAROLINAS... 

PROVEN TO BE 

RICH, PROGRESSIVE 

AND ... IN A BUYING 
FRAME OF MIND 

Population served 3,061J00 

Effective buying inc $3,713,100,000.00 

Retail sales $2,385,904,000.00 

SOURCE SM 6/57 

PROGRAMMING THE BEST OF 

NBC • ABC 



wsoc 

TV 



CHANNEL 



CHARLOTTE, NORTH CAROLINA 

FULL POWER 

HIGHEST TOWER 



REPRESENTED NATIONALLY BY H-R REPS. 



ATLANTA F-J REPS. 
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". . . again and again and again , 

# 




INDEPENDENT 

ill ^em/G/i* 



KTLN 



"Latest Pulse — June 1957 




search department . . . Elkiii Kaiif- 
1111111, former president of Norman. 
Craig & Kuniniel, has joined L&\ 
as senior \ ice president and man- 
agement account super\ isor . . . 

Kciiiu'th C. MucDoiinUl has joined 
Ketcliuni. MacLeod & Grove as a 
public relations account executive 
. . . Kduanlo Arfiiirlles Campos, 
formerly with J. Walter Thompson, 
Mexico City, has joined Rohbert 
Otto's Mexico City ofTice in an execn- 
ti\e capacit) . . . Williiiiii i\. Brown 
has heen apjjointed an account execu- 
tive for Grant, Detroit. Brown 
from Cainphell-Ewald . . . Noriiinii 
IFeller has been named director of 
copy and motivational research for 
I)-F'-S . . .Etlwni-d Katiier has been 
Ujjped to vice president in charge of 
radio and tv for Friend-Reiss . . . 
Harvey Ilicknuin has joined Strom- 
berger. La Vene, AlcKenzie, Los 
Angeles, as an account executive. 
Hickman comes from Hal Stehbins, 
Ine. . . . W'illiaiii W. \'^Ickery, for- 
med) with Harcourt, Brace & Co., has 
joined B&B as vice president — finance 
and controller . . . Robert R. Burton 
has been named manager of K&E's 
Chicago office. Burton comes from 
AL&B . . . Sidney L. Gordon, for- 
merl) with W'estinghouse Electric 
Corp., has been appointed director of 
merchandising for En\in. W^asey, 
Chicago . . . Weber Tbonias, Jr.. 
fonnerl) with Winius-Brandon. has 
joined Gardner as assistant group 
supervisor in the media department 
and Ronabl T. Levy has been named 
research assistant in the research de- 
partment . . . Hugo Scbeibner has 
been appointed executive \ice presi- 
dent in charge of the Beverly Hills 
ofhce of Cole Fischer Rogow, Inc. and 
Robey Siiiitb. formerh with Ruth- 
raufT & Ryan, has been named vice 
president and account supervisor . . . 
Waher A. Moultak, formerly with 
BBDO has joined H B Promotions, 
Inc. . . . Daniel J. Kornian has heen 
elected president and treasurer of 
Cabell Eanes. Inc.. Richmond. Va. 
Korman succeeds Josepb C. Eanes. 
founder of the agenc\, who has sold 
his interest in the company. 
Cbarb's A. Blaek. former vice presi- 
dent of the Gordon Broadcasting Co. 
and managing director of W SAI, Cin- 
cinnati, has been named vice president 
of the John J. Robinson Agency. Cin- 
cinnati . . . Irvinj; Berk, formerh 



How Hmi 
IsUPfi 




NBC* ABC Channel 6 

DlfLUTH-SUPERIOR 




Negro 



Ratings 



Morning 
Afternoon 
and 
Night 



in Results J 



Among Birmingham's long term 
radio advertisers. National Cloth- 
ing Company, a WJLD advertiser 
for 9 years without interruption 
says, "I am «ell pleased with 
VC'JLD as my foremost advertising 



WJLD 



AM 

FiVl, 



BIRMINGHAM, ALABAMA 

The Notion's Finest 
Negro Radio Station 

Represented by FORJOE 



Only ONE is atop the 
Continental Divide 
Serving both the Atlantic and 
Pacific Sides of America 

KXLF -1^4 •:- Montana 
Butte 

East— The Wolker Co. 

West— Pacific Narthwest Broadcasters 



68 




SPONSOR 



An army of extra sensitive ears 
works at SPONSOR to keep you 
in front of the industry and 
the industry in front of you. 

SPONSOR is the lisiening post 
of thousands of successful 
executives all over America 
because its very publishing 
concept (of news in brief and 
observations in depth) has made 
it the most widely read, widely 
quoted and the best respected 
publication in the entire 
broadcast field. 

That's why men who plan 
their future read SPONSOR — 
at home. You should, too. 
Give it your unhurried time 
and it will give you so much 
more in return. One idea will 
pay you back a thousand fold. 

Now — for less than a penny 
a day — just S3. 00 a year — 
you can have 52 issues of 
SPONSOR delivered to your 
home. Try it on this 
money back guarantee. 



SPONSOR 

40 East 49 St., New York 17, N. Y. 
I'll fake a year's subscription of SPONSOR. 
You guarantee full refund any time I'm 
not satisfied. 

NAME 

FIRM 



|„M(I ,,f [In- i.-.-M. \ iMMlil.;. hi^ lUlM.r. 
I,;,- juin.-.l Lcxsin. W iIIkmiw .\ -.nl... 

\i.c |>i.-i(l.-nt ;ni.l micmiL.-i lUr 
,,hM.> ImkikI . . . l{a,Mnoii.l J. 
lv«M'inj;-« li;i- ni()\fil from |>iii(liii lion 
iiiiiiKi^iT lo act'oimt f\i-iiili\c with 
(:iU\-llill. Dr- . , . .lillll.-.H 

^ Drisroll lia^ j..im-.l CIkiiI.- O. riilL-r 
Co.. llhiciiut). ;i- iitfHiiiil f\ftiili\f. 
DriMoll coincs lioiM HtMiiniuMl .\ 
I loliiiiaii. 

I'liry iM'Ciiiin- \.|>.*.s \>rrk: 
IMnlip C. Ciiilhij; iil I'.liDO . . . 
Joliii II. Cliil.ls at (WW. 



NETWORKS 

(lalliii': iillnilioii to MUJ 'I'W 
iiiiiiiiiiiolli proiiiolioii l»iiil<l-ii|» for 
its fall .-liow.x ainl tlir "in-w snisr 
of «'.\rilriin'iit" ahoiil llir |>ro- 
<;raiiiiiifi plans (»ii all tlirrr iirl- 
\\ork>. Koherl Sariiofl'. MU', \trr>i- 
drill, wound up tin- aiiiiiial Iv af- 
fdialrj. iiirrtiii': tliis \>«'rk. 

OfFirers elected to head the t\ allili- 
ate^ e\eciiti\e committee iiielnded : 

W alter J. Damm. vice pif-idcnl nnd 
fieneral mana-:er. WTMJ-T\ . \liluaii- 
kee, iinanimoush re-elected a- ciiair- 
man. 

Jack Harris. \ ice pie.-ident and pen- 
eral manager of W'l'KC. Hou-ton. a- 
\ ice rhairmaii representing the ha-ie 
airdiate~. 

Harold Kssex. \ ice pre>itlenl and 
general manager of W SJ>-T\\ W'in- 
;ton-SaIeni. a> \ ice cliairnian re|)re- 
.-enting optional stations. 

Harold Stuart. |)re-i(lent of K\()0- 
'rV. TuI^a. a> -•ecretar\-lreasiirer. 

Other meinher^ of the e\ecuti\e 
committee are: Euing I". Kell\. pre-i- 
dent and general manager of KCI! \- 
T\\ Sacramento. Calif.: Kal|)h E\an>. 
executive \ ice pic-ident of W ()(.-! \. 
Daxenport. la.: John H. IVW itt. 
president of W SM-T\ . Na h\ille iuu\ 
Joseph H. Br\anl. \ ice pre-^idcnl and 
general manager of kCI'iP. I\. l,ul>- 
i.ock. Tex. 



ADDRESS- 



□ Bill firm 



KWTV 

OKLAHOMA CITY 



... IS at It a^^ain — 
measuring the 
SALHSpower of KWI A 
1572' tower for 
Ray Jones, Young Ik 
Rubicam, New York. 




This \>( rk saw a riisli of la,-l niiii- 
ute entries lo llie fall Iv proi:rani 
start inji <:a'.r: 

• 1'. Lorillard |)ickiiig up tssi^n- 
inent Foreign Lefcion for llie Tiie-(la\ 
10:30-11 p.m. -lot on CBS TA . Orig- 
inalU the ad\enture -erie- wa- pen- 
cilled in for the 10:.'^0-11 p.m. period 
Satur(la\ a- a >ii>tainer. 

• HC \ has |)icked up liie alternate 



.^l)rinK(i.l,l 

()Hi:(,()\'> .«^K(;(^^l^ 
AiKTHoiMn 1 r\N w \hki;t 

and 

Firni i,\H(,i;sr in 

TIIK KNIIIU: 

r\( ifk; N()i{Tin\ i>t. 

Th,- xa«i KK1{(,-(.M> 
\n.ll. nr.- in \\ . Mi rn 
Orrs-.n i« .-vv. h n':! 1 
1.) Nalioiinl \cl>. rliM T-. 




^BS Radio fietu/ork 
5000 WATTS - 1280 K.C. 

CONTACT WEED ^ CO. 
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Seems We Can't Teach an Old Dog 
New Tricks Eh, Smidley? 




it apiin— fail. d to iik IiuIc Qisrii.Ic! 
Croat Scott. Smidley. this Cascade market is impor- 
tant. The biggest TV huy in the ^^Vst. Think of it, 
man. more than a half million people >erved In a 
.single, four-station network. A huge three-state, 
agrieidtiiral-indiistrial, billion dollar market, and 
it"s ours, all ours, with one buy on Cascade! Yes. and 
one of the top 75 market? in tlie entire nation. There, 
there. Smidley. old man. just don't let it happen 




€t> CASCADE 



BROADCASTING COMPANY 



NATIONAL REP.: WEED TELEVISION 



PACIFIC NORTHWEST: MOORE & ASSOCIATES 



week portions of NBC TV's two new 
quizzes. The I'rice Is Right (Monday 
7:30-8 p.m.) and Tic Tac Dough 
(Thursday 7:30-8 p.m.). Both shows 
are new nighttime versions of day- 
time starters. The buy gives RCA a 
sponsored partnership in four regu- 
larly scheduled programs this season. 

• Singer has extended its sponsor- 
ship of The Californiuns, Tuesday 10- 
10:30 p.m., from alternate weeks to a 
weekly basis starting with the debut 24 
September. 

• Luden's, National Carbon and 
Colgate have bought 13-week partici- 
pations in the second half of ABC TW 
Siigarfoot, while American Chicle will 
sponsor Jim Bowie on alternate weeks. 

Tv network notes: NBC and the 
New Orleans Mid-Winter Sports As- 
sociation have signed a fa^e-year con- 
tract for exclusive tv and radio cover- 
age of the annual Sugar Bowl Game 
in New Orleans . . . Producers and 
distributors of feature films have 
finally decided to go ahead and back 
NBC TV's coverage of the Annual 
Academy Awards presentations in- 
stead of turning over sponsorship 
rights to commercial advertisers as in 
the past. (Oldsmobile had given the 
network a verbal order for the event.) 
The only pitch will be an opening 
stating, '"The Motion Picture Indus- 
try presents . . ." There will be no 
plugs for individual pictures . . . The 
first Lucy-Desi Hour Show will ac- 
tually run 75 minutes 9-10:15 p.m. 
\^ ednesday C November . . . World 
Series Special, one shot sports 
show, will be sponsored by the Na- 
tional Carbon Co. on ABC TV Tues- 
day, 1 October, 10-10:30 p.m. . . . 
Polaroid has already firmed its net- 
work Christmas plans with buvs of a 
half of NBC TV's Steve Allen Show 
(Sunday 8-9 p.m.) on 17. 24 Novem- 
ber and 8 December and one-third of 
the network's Perry Conw Show on 
23 November and 7. 14 December 
. . . Sterling Drug has bought 52- 
week schedules on four NBC TV day- 
time shows amounting to $2 million 
in gross billings. Segments ordered 
include: Treasure Hunt, The Price Is 
Right, Arlene Francis Show, and Truth 
or Consequences . . . Four adver- 
tisers just signed for a total of 36 
participations on NBC TV's Today 
are: Bridgeport Brass Co.. California 
Prune Advisorv Board. Ben-Mont Pa- 
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The ''JAXIE" Station . . . 

HAS THE TOP PROGRAMS TO SELL THE 
SOUTH'S BOOMING IV2 BILLION DOLLAR MARKET 




FLORIDA'S COLORFUI. STATION! 
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23,899 HOUSTONIANS CAN'T BE WRONG- 
PAUL BERLIN IS NO. 1 
RADIO PERSONALITY. 



A recently completed Houston 
Press-sponsored contest found this 
popular K-NUZ disc jockey tops 
again! Paul has won every radio 
personality popularity contest in 
the Houston area since 7950. 
Two other K-NUZ personalities 
placed among the first five of the 
top 10 winners . . . adding to 
the list of "firsts" . . . 

FIRST in Personalities 
* FIRST in News Coverage 



THE NO. 1 RADIO STATION- ^ 



STILL THE 

k LOWEST COST I k r j I 

fPER THOUSAND W^'U 
' BUY! 



KNUZ 






HOUSTON'S 24 HOUR MUSIC AND NEWS 

National Reps.: Forjoe &' Co. — Southern Reps.: 

New York • Chicago • Los Angeles • CLARKE BROWN CO. 

San Francisco • Phiiodeiphia • Seattle Dallas • New Orleans • Atlanta 

IN HOUSTON, CALL DAVE MORRIS, lAckson 3-2S81 



pers and Asco Electroiiirs Co. . . . 
AHC T\ .liMu^siiifr half-hour show 
with Sid Caesar, perhaps. Sunday 
nipht, which would sell for .S4.S,000 



Kii«li«» ii('t\>(»rk notes: E. I. dii- 
j J'oiit (le Neiiioiir.s for Zerone has 
eontraeted to ^^pon-or .30 five-niiiiute 
weather -hows and fn e segments 
weekh of the Break fast Club on ABX 
j starting 23 Septend)er . . . Miitiiars* 
I new "operation newsheat" plan calls 
for an afliliate-network arrangement 
for on-the-spot new- coNerage with 
I each station j)ro\iding a (|ualified 
new> reporter from its own news desk 
for color, hackground and on-the-spot 
descriptions of stories of national 
scope . . . AHN's neue<t Ii\e hour- 
long fi\e-a-week music series is the 
Mery Origin Show 7-9 p.m., starting 
7 Octol)er . . . >ich business at .'Mu- 
tual includes Chrjsler and H. J. 
Heinz for "Triple Ad\antage IMan" 
sponsorship arrangements and renew- 
als from Coca Cola for Coke Time 
starting 20 Septend^er and the Uawn 
Bible Institute for Frank and Ernest 
starting 0 October. 
Here arc the five uess members of 
NBC Radio Affiliates Executive 
Committee eleotc<l tlii.s \>eek: 

Ra\ Welpott. \ice chairman, is sta- 
tion nianaser of W'KY. Oklahoma 
City. 

Douglas Manship, secretary-treasur- 
er, is president of \^'JBO. Baton Rouge. 
La. 

Others: William Grant, president. 
KO \. Deiner: Kenneth Hackathorn. 
\.p. and general manager, WHK. 
Cle\ eland and Willard Schroeder. gen- 
eral manager of W OOU. Grand Rap- 
ids, ^b'ch. 

People in the ne^s: Robert H. 
Hinckley has been elected to the e\- 
eciiti\e counnittee of the board of di- 
rectors of \B-IT. Hinckley is a vice 
president of ABC and a \ .p. and direc- 
tor of the corporation . . . Arthur W. 
Carlson has been appointed station 
I research specialist for the newl\ ex- 
panded stations department of \BN. 
Carlson conies from WUGY. Minne- 
apolis where be was handling sales- 
research . . . David A. (^rimm and 
Kojier O'Conner have joined ABX 
as account e\ecuti\es. Grimm comes 
from the Meeker Co. and OConner 
from the Katz Aeenc\ . 
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WBEN-TV 

CBS IN BUFFALO 

The Buffalo Evening News Station 




weather's wonderful 
in Buffalo . . . when you buy it 
on WBEN-TV i 



In western New York everyone is interested in weather! 
We get 41.93 inches of rain, 1 10.7 inches of snow, and 
an average of 60 clear days, 108 cloudy and the rest 
is your guess. Temperatures go from 99° above down 
to 9° below ! 

That leaves plenty to talk about when it comes to 
weather — and no area station does a better job of 
weather-talk than WBEN-TV. 

Weather-casts at 12 noon, 5:55 p.m. and 11:15 p.m. 
garner solid audiences and rapt attention, and your 
commercial message can reap a heap of benefit from 
both. 

Why not do something about the weather? Put your 
product amidst the highs and lows and watch the sales 
curve rise. Call Harrington, Righter & Parsons, our 
national weathermen, and let them give you the facts. 
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lot — with all due deference to the Bard. Advertising has proved it. 



More important — it obtains for people, too. You make 
your own "brand name" by how you think and what you do. And this 
very "produet image" will determine how mueh cake you have in 
this vale of tears. 

That's why — if you're in the broadcast field, SPONSOR is 
"A MUST" to receive and read. 

SPONSOR is so necessary because of the singular, definitive 

contributions it makes to an industry that requires not alone facts, 

but a penetrating comprehension of the factors motivating the multiplicity of 

talents it employs. IT'S THE ONE MAGAZINE 

RADIO AND TV ADVERTISERS REALLY USE. And the need 

for SPONSOR grows each day. It is an ever more important information center — 

an ever larger library of ideas — the compilation of the finished and the 

planned creative energies that spark the air thinking of the day. 

To get the most out of SPONSOR, it should be read— AT HOME. It is 
too rich in valuable material for a quick perusal on a 

routing list. Nor does it serve its fullest function that way for you, because it is a 
publication with the kind of stuff you want to 

cut away and file — a magazine of ideas that will generate ideas in you — 
make you more valuable to yourself and others. It will bring you closer to 
the "product image" you would like your 
name to be. 

For only $3.00 a year — 52 issues of the 
most usejul publication in the broadcast field 
will be delivered to your home. For less than 
a penny a day what better time buy can you 
make as an investment in your future? 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 




u tinie-ljiiving foiiniila is: "Let's write 
an amheni and see who stands ii]) and 
sings," Noii're boinid to lia\e some off 
iiC) sefections. l"oi close fia.nion\, se- 
fect tlie station that veacfies into jjoclscts 
where S3,()3 1,(52-1.000.00 is stasfied for 
spending — select WBNS Radio whi<h 
is rated first h\ I'lilse 31") times ont 
of 300 Mon<la\ thru 1-ridav (iiiarter- 
homs C a.m. to midnight. \sk [nhn 
Blair. 

WBNS RADIO 

COLUMBUS, OHIO 



a great new Joplin 

, 3 



1^ 



1^ 



created for you by 

-TV 



136,547 TV HOMES* IN THE JOPLIN MARKET 
Larger than Duluth, Phoenix, Ft. Wayne 
$776,919,000 Buying Income; 669,800 Total Fopulal 



•NOW 28=0 H CH"R 'C* 



HE-T IK -TATE C0\ ER.ACE ARE/ 
W'"" VORE THAN 



JVC luck with KODE-TV- JOPLIN, MO. 



316,000 WATTS Designed Power ^ / 

101 miles Northeost of Tulsa • 150 miles South of Konsos City 
203 miles Eost of Wichlto • 250 miles Southwest of St. Louis 



3 . 



Harry D. Burke, V. P. & Gen'IMgr. 
Represented by AVERY-KNODEL 



COMMERCIALS 

Hamni's & PiePs Beer oonLiiiiied 
to lead the ARB's list of best-liked 
coiiiiiiereials. Here the July 
I standiii": 



1. 


Haiiiiii s I5(*t*r 


14.0 


2. 


Piel s ]5e6r 


8.6 


3. 


Dodge 


7.2 


4. 


Winston 


3.4 




He\ Ion 


3.2 


6. 


Gillette 


2.7 




Alka-Seltzer 


2.5 




Pl\ nioutli 


2.3 


9. 


Schlitz 


2.2 


10. 


Chesterfield 


2.1 


11. 


13allcintine 


1.9 


11. 


Falstaff 


1.9 


11. 


Ford 


1.9 


11. 


Kraft 


1.9 


15. 


I pan a 


1.5 


16. 


Hush 


1.4 


16. 


hory 


1.4 


1?,. 


Lipton 


1.2 


18. 


Zest 


1 2 


20. 


Bardahl 


1.1 


20. 


Dr. Pepper 


1.1 


22. 


Caniels 


1.0 


22. 


Lincoln-Mercury 


1.0 


22. 


Snowdrift 


1.0 


22. 


Tonette 


1.0 


x\ote: 


Hush. Lipton and 


Zest show 




^ Member of the Friendly Croup • KODE, KODE-TV, jooiin • WSTV. WSTV-TV, Steubcnville • WRIT Pittsburgh 

• WPAR, Parkersburg • WBOY. WBOr-TV Clarksburg 



up on the popularity list for the first 
time. 

Logofiliii. new process for remov- 
ing and replacing sponsor (and 
other) identification, has been de- 
veloped by Filmcraft. 

Logofilm was successfully used this 
^uinnier on The Best of Groucho 
(NBC TV) for replacing DeSoto- 
Plyniouth identification with Toni's 
Prom, the new alternate sponsor on 
the quiz series. 

Filmcraft says the new restoration 
process removes existing sponsor, title 
or trademark identification; replaces 
any identification permitting later 
sponsor insertions: cleans and sharp- 
ens the photographic image and makes 
handlettered titles photographically 
at ahout half the cost of present sys- 
tems. 

REPS 

H-K Representatives has added 
Hal Chase to the sales staff of its 
San Francisico office. 

Cha.e has been uith .MCA-'IA for 
the past three years: was pre\ iously 
sales and general manager for several 
West coast radio stations. 
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■1 Dream Home, 

promoted exclusively on station, 
draws spectacular crowds for advertisers 



Larry Hewlett, vice president of Wallace 
E. Johnson, Inc., home builders, writes us: 
' Nearly everybody in Memphis and the 
Mid-South must listen to WMPS because 
it seemed that nearly everybody attended 
the Open House (Including over 3,000 
people who came in the rain on the final 
Sunday). Mr. Johnson, the president of our 
company, said WMPS has accomplished in 
ten days what would normally have taken 



ten years. We have constructed thousands 
of homes and have had hundreds of model 
home showings, but nothing has ever com- 
pared with the unprecedented attendance 
during the WMPS DREAM HOME open 
house August 23 through September I." 

Successes lilce this show why WMPS has 
more local and national advertisers than 
any other station 'n the M d-South. 



Keep your eye on these Plough, Inc. Stations: 

Radio Baltimore | Radio Boston | Radio Chicago I Rad'o Memphis 



WCAO I WCOP I WJJD I WMPS 

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES. INC. 



NEW YORK CHICAGO LOS ANGELES BOSTON ATUNTA 

7 E. 47 St. 75 E. Wacker Dr. Ill N. LaCienga Blvd. Statler Office BIdg. 217 Glenn BIdf 
MU 8-4340 Fl 6 0982 OL 5-7597 HU 2 4939 JA 2-3872 





SAN FRANCISCO SEAHLE 
110 Sutter St. Tower BIdg 
GA 1 6936 a 1868 
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J«»lin niair & C«». has appointed 
Aii8t<Mi SinitlHTs an an ncrount 
exerntive in its New Y«»rk ofl'ice. 

Sniitliers come? to Blair from the 
Edward Petr) Co. Prior to that, he 
was radio sales manager for Ileadley- 
Read. 

irea«lley-Kee«l is expninling its or- 
ganization. Charles D e ni p s e y 
joins the New York tv sales staff, 
eoniinfi from Crosley's WLW 
<;ron|». IIownr«l Selger also has 
he«'n assign*'*! t*» this *»frie*'; he 
was seni*)r analyst f*»r ABC in JNew 
Y*.rk. 

Wni. Shaw heads uj) the new office 
in St. Louis. He formerl) covered this 
territory out of the firm's Chicago 
office. 

Kieliar*! Kellilicr has heeii added 
to the sales staff of the San Francisco 
office. 

Ge*»rg*' Criniihley now manages 
the Atlanta office. He came from WSB 
and WSB-TV. 

In addition, the H*»llywoo*l *»ffice 

has moved to larger quarters in the 
Taft building. 

New appointments: The Holling- 
bery C*.. gets WWTV. Cadillac, 
Mich. . . . The iMeek*'r C*». now reps 



W'BRD. Bradentoii-Sarasota, Fla. . . . 
lIea(lley-Ke*Ml now handles WSBA, 

and WSBA-TV. York, Pa Walker 

Representation C*». for WIVK, 
Kiioxville. Temi. . . . MeOavreii 
Quinn to rej) KWDM. Des Moines 
. . . riollinghery for KXOC, Chico, 
Calif. . . . FM Unlimited has been 
appointed rep by seven FM stations: 
W BAl, \. v.; ' WPJB, Providence; 
WFMB, \ashville: \V F M R, Mil- 
waukee; KCFM. St. Louis; KPFM. 
Portland, Ore.; KRCW. Santa Bar- 
bara. Calif. . . . 

RADIO STATIONS 

Here's a siieeess story from KICO, 
El Centre, Calif.: 

At the bottom in a three-station 
area and at the beginning of summer, 
the station in two months was able to 
show the highest cash income in over 
a year by revamping its program 
schedule. 

One of the most successful ventures, 
Luncheon at the DeAnza, was a live 
audience show in a local hotel dining 
room. Ordinarily during the summer 
heat, the dining room was lucky to 
serve 12 meals at noon. With the ad- 




Fo/ks c/rop every til hig /^''^^^^^^^jj^^J """^'^ 

1st seyen straight months in Washington, D.C.— 1st in share of 
total weekly audience, 6 A.M. to midnight-lst in quarter hour wins 



*PULSE: January through July, 1957 



Represented nationally by John Btair & Company 



vent of the program the room now 
serves 30 to 100 meals each day, while 
the station itself tops listening au- 
dience. By adapting a big city type 
show to a smaller community KICO 
has helped rebuild its prestige and 
standing. 



Pcrs*»iinel notes: Kenneth Berry- 
hill has been named new manager of 
WMOX, Meridian. Miss. Berryhill 
comes from WMCT. Memphis . . . 
Dave Hart man, formerly with 
WMAX. Mansfield. 0., has joined 
WHBC, Canton, 0., as a sales rep . . . 
Jim Sondheim has been promoted 
to national sales manager for WAAT. 
iXewark . . . Donald Beggs has joined 
WBC as program coordinator for it> 
FM stations . . . Walter "Spanky" 
Reese, sales service coordinator, has 
been named production manager at 
WEHT, Evansville. Ind. . . . James W. 
Belcher, formerly with \^^^J-AM& 
TV. Detroit, has been named to head 
up the newly created publicity depart- 
ment for KYW, Cleveland . . . Harold 
C. Sundherg has been promoted to 
director of radio sales director at 
WMBD, Peoria . . . Malcolm S. 
Richar*ls has been promoted to 
sales manager for WING. Dayton 
. . . Don Dean has been promot- 
ed to station manager of WABJ, 
Adrian, Mich. . . . Russell Gohring, 
manager of WPON, Pontiac, Mich., 
has been named a vice president of 
the Gerity Broadcasting Co. . . . Rob- 
ert W. Cessna has resigned from 
Gerity Broadcasting to establish a ra- 
dio consulting firm in the middle west 
. . . Lee Vincent has been named 
sales manager of WILK, W^ilkes-Barre 
. . . Richard D. Morgan, formerly 
radio-tv director of Lewis E. Wade 
Advertising, has joined \^TTA. Ft. 
\^ avne, as director of sales service . . . 
Bill Morgan has resigned as an execu- 
tive of the McLendon Corp. to become 
manager of KIXL, Dallas . . . Royal 
McCullough has transferred over 
from \^'SM-TV. Nashville, to '^'SM 
Radio as director of public relations 
. . . Lenard Sait, formerly with 
WNRC, New Rochelle, has joined 
WLIB, New York, as an account execu- 
tive . . . iVrt Maier has left NBC to 
join WCBS. New York, as promotion 
writer . . . Way Fullington, former 
WIRE. Indianapolis, promotion direc- 
tor, has resigned to join BMl . . . 
James B. Holston, Jr.. has been 
named program director of WANE. Ft. 
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The big 1/5 of a big nation 




1/5 of total Canadian retail sales 

are made in our Hamilton -Toronto 
Niagara Peninsular coverage are^ 

. . . the actual figure is $2,722,911,000.00. Effective October 1, 1957 CI ICI I-T\' will increase its power to 
150,000 watts. We will serve the complete Maniilton-Toronto-Niai^ara Peninsula area — close to 600.000 
tv homes — 24.43% of the total TV sets in Canada. The 2,v552,715 people within our c()\ era<*e area will 
spend $556,732,000 for food; $76,848,000 for dru<^s; $126,133,000 for furniture. Total retail sales $2,722,- 
911,000.00. By far the richest market in Canada. Source: Sales Management: Elliott llaynes 



CHCH'TV channel 11 



FOR FURTHER INFORMATION CALL: Montre 




Canada 



Buying 

Sacramento, 

California? 



NEW, 1957 
NIELSEN 
COVERAGE 
STUDY 
AVAILABLE! 



consistently I 
A Delivers ~ 
1 More TV Homes 



CICRA-TVI 
onsistently 
Delivers 
More TV Homes 
In 31 Counties 
Throughout the 
Night ond Day I"^ 

•NCS 2A. iptin^, 1W7 



Ask Pefry for Coverage 
and Audience Data on 
the Highest Rated 
NBC Station 
in the West 



KCRA-TV 



SACRAMENTO, CALIFORNIA 




i 



I Wa)ne. llolston comes from WHAA, 
Purdue I niversity . . . F. Kohert 

I Ft'iiton, formerly witli WINS, New 
York, has joined Wl'GC. Wasliington, 
D. C. as v.p. in charge of sales. 
W. M. II. -Hill-' Smith, former sales 
manager for W'BEE, Chicago, is now 
midwest sales rep for Rollins Broad- 
casting, Inc. 



TV STATIONS 

IV a|>|>li<-ati<>n8: Between 9 and 14 
SeiJteiid)er two applications for new 
stations were filed and one construc- 
tion permit granted. 

Applications were made hy : Cen- 
tral Minnesota 'i'elevision Co. for 
Channel 7, Alexandria. Minn., 26.6 
kw visual, with tower 1104 feet ahove 
average terrain, plant $322,442. \earh 
operating cost $152,000 and Television 
Corp. of America, Honolulu for Chan- 
nel o. Wailuku, Hawaii, 3.67 kw vis- 
ual, with tower 6097 feet ahove aver- 
age terrain, plant $38,900. yearly op- 
erating cost $36,400. 

Construction permit went to: Co])- 
per Brcjadcasting. Butte, Mont., for 
Channel 6, Butte. Permit allows 12 
kw visual. 

New call letters: KTUL-TV are the 

new call letters for KTVX. Channel !! 
which has just shifted from Muskogee. 
Okla. to Tulsa. 

Jol) notes: Frank Tuoti has been 
named director of advertising, sales 
promotion and research for WPIX. 
New York. Tuoti has heen assistant 
manager of the department for the last 
two years . . . Gnstave Nathan, com- 
mercial manager for W'KNB, W'^est 
Hartford. Conn., has been promoted 
to the new post of director of sales de- 
velopment for W NBC Television and 
W'KNB . . . Gene Lewis, former sta- 
tion manager at KCEN-TV, Temijle. 
Tex. has joined KF1)A-TV, Amarillo 
as sales manager and George Davis 
has joined the loral sales staff of 
KFDA-TV. Davis comes from the 
D \-CAL Sales Co. . . . Don Peterson 
and Hon S<-ott of WO I -TV, Ames-Des 
Moines, have heen promoted. Peterson 
now becomes national sales manager 
and Scott replaces Peterson in sales 
service . . . Koss Newhy has heen 
named national sales manager for 
KOSA-TV. Odessa. Tex. Newln comes 
from KFDA-TV. Amarillo where he 
was sales manager . . . Lyie K. Alh-n. 
fornierh tv director with W 1T\-T\ . 
Washington. \. C. has joined \\'LW"-1. 




FILM 

3825 Bryan 



COMPANY 

• TA 3-8 1 58 • Dallas 



ONE OF THE 

FIRST 100 MARKETS 




WHBF 

RADIO & TELEVISION 

COMING! 



Greatly Expanded TV Coverage 
from a New 1000 ft. Tower. 



REPRESENTED BY AVERY-KNODEL, INC. 
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This way to Montreal 



li 





Most Powerful Twins 

'imfte/6 

St.John'i 



CJON-TV 
CJO 



if ArgcnKd 




lLeL.<^ mm 

' 'Captive Newfound Id ndcr$ 
and latest B B M ^hows , 
6S% of all qrcatcr St.JohnS 
howic5 have TV Sets 



WEED u CO. U.S. 



5TOVIN-CANA0A 



WTEIX 



IN WILMINGTON 
DELAWARE 

YOUR SHOWCASE 
OF CLASS 

^ Jimmy Lynn 
^ Art Curley 
^ Don Matheson 

Dom Clifton 
^ Martha O'Dell 

1290 on the dial ^A^XOX 



Indianapolis, as merchandising man- 
ager . . . J. S. "Dody" Sinclair has 

heeii named station manager of WJAR- 
TV, Providence. Sinclair formerly 
was administrative assistant to the 
vice president. 

CANADA 

A new rating service is being in- 
troduced to Canadian advertisers, 
agencies and stations. 

It's put out by McDonald Research, 
Ltd.. whose president, Clyde H. Mc- 
Donald, was formerly research and 
development director of the Bureau of 
Broadcasting Measurement. 

Duhhed Time Period Rating reports 
(not to he confused with BBM's Time 
Period Audience reports), the first 
regular study will be made during 2-8 
Octoher in 17 metropolitan markets. 
A sample TPR report, covering listen- 
ing and viewing in metropolitan To- 
ronto during 17-23 July, has heen sent 
out to likely subscribers and interested 
parties. 

Using the diary method, McDonald 
intends to bring out additional TPR 
reports in January and April 19.58. 

Information to be provided in- 
cludes: projeetable ratings, in-home 
station audiences by half hours, out- 
of-home radio station audiences by 
three-hour periods, in-home audience 
composition by half hours, cumulative 
audience, duplicate audience, audience 
turnover and buildup plus network 
reports. 

Minimum sample size will run from 
200 to 300 returned 7-day diaries. 

Remington Rand's electric shaver 
division is using Gimsmoke in 13 
Canadian markets on a spot basis. 

The show, Avhich is seen via CBS 
TV stations in the Niagara Peninsula 
and the Vancouver area, will be tele- 
cast in Canada in the following mar- 
kets: Halifax. Saint John, Ottawa, 
Kitchener, London, Port Arthur, Sud- 
bury, Winnipeg, Regina. Saskatoon. 
Calgary, Lethbridge and Edmonton. 
R-R's agency. Cockfield Brown, bought 
the show from Caldwell Tv Film Sales. 

Andrew Jergens Co. has given its 
Canadian account to Vicker & Benson. 
The move Avas laid to the planned 
marketing e.xpansion of the firm's en- 
tire line . . . Robert Lawrence Pro- 
ductions (Canada) Ltd., reports a 
100% increase in the production of 
filmed tv commercials. 



FINANCIAL 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merrill Lynch, Pierce, Fenner 
and Beane. 





Tu(-. 


Tues. 




Stock 


10 Sept. 


17 Sept. 


Change 


New 


York Stock Exchange 






\iy-i 


181/4 




AT&T 


170% 




+ 1* 


Avco 


6% 


6% 




ens "A" 


283's 


29 




Columbia Pic 


18 >s 


181/1 


+ % 




14% 


16 


-fll/s 


Paramount 


331; 


34 


+ '/s 


RCA 


3311 


331/2 


+ V4 


Storer 


23 


23% 


+ 1/2 


20th Fox 


25% 


24% 


-1 


Warner Bros. 


21 


201/2 




Westinghouse 


6 lis 


631/4 


+21..S 


Ante 


ncan Stock Exchange 




Allied Artists 


3Vs 


3 




Assoc. Art. Prod. 9'/.; 


9 




C&C Super 






+ 


Dumont Labs 




41/2 


+ 'A 


Guild Films 


3% 


31/s 




XTA 


7% 


7-/8 


+ V4 




HERE ARE SOME 

TERRIFIC PARTICIPATIONS! 

84.6% 2:30-4:00 PM 

SHARE OF NTA, 20th CENTURY FOX, 

AUDIENCE David 0. Selznick films 

87.8% 4:00-4:30 PM 
SHARE OF Warner-s Kartoon 
AUDIENCE Karnival 




CBS 

AFFILIATED with KROD-600 kc (SOOOw.L 
Owned & Operated by El Paso Times, |nc^ 



lly by the BRANHAM COMPANY 
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YEARS A I I ! 



When the Mayflower reached Plymouth in 1620, the Susan 
Constant had arrived and planted a colony at Jamestou n 
13 years before. 

Like the Susan Constant. \VTAR-T\' was first ... in Tide- 
water X'irginia. Nearly eight years ahead, as the area's domi- 



(Based on Measured Contour Map by Jansky & Bailey) 

5 of Virginia's Busiest Cities are 
within WTAR-TV's Grade-A Signal. 



nant \'HF station . 



and that's a lot of television historv. 



Valuable equipment in any station is experience. .And that is 
an important plus value advertisers get on \VT.AR-T\'. the 
foremost communications medium in X'irginia's greatest, and 
America's 27th, metropolitan market! 

WTAR-TV 

CHANNEL 3, NORFOLK, MRGINIA 

Business Office and Studio — 720 Boush Street, Norfolk, Va. 
Telephone: Madison 5-6711 
Representative: Edward Petry & Company, Inc. 
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The smaller radios get, 

the larger radio gets. 




WMT 

CBS Radio for Eastern Iowa 

600 kc 

Mail Address: CcJar Rapuis 

National Representative: 7/ic Kmz Aqci 




what's NEW at 

WEBC? 





NEW RATINGS 

show continuous increase in 
audience since Jan. 1955, 
reaching a new high of 
5.^.1%* of the listeners all 
day. 

*July-August Hooper 

NEW EQUIPMENT 

at ^VEBC has all been re- 
placed with the best avail- 
able. Our other ecjuipnient 
was damaged by last year's 
fire making this move neces- 
sary. 



NEW 24 HOURS 
OPERATION 

with music, news and patter. 
Results already prove the 
value of this extended op- 
eration. 



NEW OFFICES 

Our new offices have been 
completed . . . arranged for 
top efficiency, ^'isit us when- 
ever you can. 




WEBC 

FIRST IN DULUTH & SUPERIOR 

Representative Geo. P. Hollingbery 
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ir flat's happening in U. S. Gnvernmeni 
thnt affects sponsors, agencies, stations 



WASHINGTON WEEK 



21 SEPTEMBER 

C^yrlihl l»S7 
SPONSOR PUBLICATIONS I 



'V\ir iiKiiii .>«|>otli<<;lit. :ih i'cir as tin- VCA. is ciMicrriicil, i-oiitiiiii 
If the talk iiiiidc In ClKn'riiKin John C. Docrf.-r l.cfon' KTIN ii 



> to Im- 



1)11 fvr 
rk tin- 



week is n cliic, the Coiniiiissioii in il- ciii 
system is of this hciit of iiiind: I)<-t('riii 
piisluvl hy what ('onjircss thinks. 

With the FCC (loininated h> this ,„( 
th«' phiro and linu' for a for Iv trsl. 



rent (lclil)ciatioii'- ahuut •irantiii': a trial fo: 
in<> what it thinks ri^hl an<l not l<-t i 

!()(!, it looks as thoiif-'h it'- jnst a inattrr o 



the |)a\ 
s. lf Im- 



Thv Senate Small Hnsin<'.sH Coniniill<'e <h>Ii\( re<l the <'\|»eet<-(l hhisl at tin- I'(;C 
for lellinjr the <hiytinie Htntions^ petition lor hinfU'r hours <rath<'r (Inst 

The roiiiinittee's re|)ort scolded: 

• The 10-\ear delay in reaching a (leri-^ion on the |)('titioii- \sas liiexeiiHahh'. 

• The commission ha<I the ehoire of coiiiini.' to a quirk coiirlu-ioii or forrinj.' Con- 
gress to take a look at the entire system of radio allocations with a view to doiiiir 1»\ legisla- 
tion Avhat the FCC should alread\ have done. 



A Phiico protest against the license renewal grante«I \\T{C-.\.>1-TV. MiC's IMiil- 
atlolphia o&o. was tossed out hy the FC(]. 

IMiiIco charged that the action should ha\e heen held u|) hecaiise (ll KCA had hecn 
invohed in iniinerous anti-trust actions, and (2) ownerslii|t of the Philadelphia outlet- gi\e- 
RCA an unfair competitive advantage in the sale of radio and t\ s<Ms. 

Ketorted the FCC: The Coiinnission would lui\e to await court (hM'i-.ion.>. and imt a( t 
on "unresohed coin|)laints."' The competition argument did not (jualifv Phiico a- a "I'arts 
at interest" and wouhl, in the h)ng run. op<'n the wii) for <'\en washing machine 
ofieralors to try to hhick KCA from operating stations. 



The Craven Plan for case-hy-case consideration of any \\ application for any 
channel in any city (providing mileage separations are met I is at least temporarily out 
the window. 

It did not create the in«hi.«lry enthusiasm aiitici|)ated. Onlv CB> had \erv much 
in the way of favorable comments about it. 

Last Meek the FCC voted to ask its stall t') draw u|) |)a|)ers to dismiss the wlioh> thing. 
While the final vote is still to be taken, it appears that the tentative vote will stand. 



Suhseription Iv continues to hohl it' place in the news. 

Henry Ran, president of Washington Broadf a.sting. has asked the D. C. Commissioners 
for permission to try a wired system in Washington. The Ran proposal undoubtedK will 
result in some expressions from Congress on w ired systems, and ma\ give a clue a« to whether 
Congress will pass laws if wired pa\-tv succee<ls. (>uch a s\item is outside P'ederal regula- 
tory powers at the present time.) 

Meantime a new company. Teleglohe. filed for FCC a|)|)ro\al of a cond>ination wire<I 
an<l over-lhe-air system. Vi'ires would carry only the audio. Pictures would be tele- 
east fanybods could get the unscrambled jiicture- for free). They wouhl lun e to call U|) 
and he connecte<I to get the sound, however. 
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U R F I L M D O L L A R 





If so, you've a right to be "hopping mad" — especially if picture "smog," 

inflexible film presentations and high operating costs are 

blocking your progress. Better do something about it! Find out how to . . . 

1. Get the kind of picture quality that advertisers and television 
audiences want. 

2. Get this picture quality and enjoy low operating costs at the same time. 

3. Get the kind of expert programming that sparks and holds 
viewer interest. 



Let us show you how to plan your system to get 
these desired advantages. See your RCA Broad- 
cast Representative. Have him acquaint you with 
RCA's comprehensive TV Film Facilities — for get- 
ting better pictures and lower operating costs for 
both Color and Monochrome. 





RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 
In Canada: RCA VICTOR Company Ud., Montreal 




A round-up of trade talk, 
trends and tips for admen 



^ SPONSOR HEARS 



^'co^^i'QltVgs?'^ BiiU'8 apparently is in the process of reorganizing its tv-ra«lio services. 

It's been asking friendly questions of some of its major agency colleagues, indicating 



Copyright 1957 
SPONSOR PUBLICATIONS INO. 



such a move is afoot. 



Australian tv soon may be scheduling kines of American "live" sho>vs. 
Two under discussion are Perry Conio and Steve Allen. 



Talking of tv's sales impact, the marketing head of a major ad agency made this 
pithy obserA'ation to a colleague this week: 

"You >vant people to try your product sooner or later. Tv makes them do 
it sooner." 



Nat King Cole's hlast at Madison Avenue this week for failure to sell his 
NBC TV show ignored, admen noted, the Street's past record in his behalf. 
Examples: 

• Two and a half years on the Kraft Musie Hall (JWT). 

• Two } ears on NBC Radio as star of his own show for ^^'^ildroot (BBDO). 



FCC chuirman John C. Doerfer was asked this week what the Commission's 
policy would he on the acquisition of tv stations by film companies as the result of 
unpaid obligations. 

Doerfer's answer: The yardstick in such cases will be the same as any other — Is it in 
the public interest? 



A Madison Avenue agency is mulling a new use for old-line radio personalities. 
It would put them on the personal-appearance circuit as entertainers and goodwill 
ambassadors. 

Their main function would be to attend sales meetings at the grassroots. All this is 
based on the premise that everybody likes to get acquainted with a "name." 

Clear the decks for another type of "Dicliter" — motivation researcher James 
Vicary and his doctrine of "subliminal projection." 

Vicary is the high priest of a real "hidden persuader" technique. In tv it would work 
this way: During a filmed commercial, a pictorial flash would he included which the 
eye wouldn't register; but the effect on the subconscious would suffice to prompt a sale. 



Pabst Beer this week has a logical answer to columnists' barbs about using a 
couple of repeats during the 13-week summer run of the George Sanders Mystery Theatre. 

It seems that after the series got started, the advertiser learned that two of the 
fdms contained barroom scenes showing people drinking — of all things — hard 
liquor. 

That's wli\ two of the films had to be repeated. 
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orth Carolina's INTERURBIA 



The Greatest Concentration of Consumer 
Buying Power in the Two Carolinas! 




ARTINSVILLE 



i 



SOUTH BOSTON 
DANVILLE i I ^ 



N. C. I 



wfmy-tv HiLLSBOpp 

BURLINGTON HuOMJk 

STATESVILLE ^ ^^^Ifc^il^aW^M fRALEIGHj 

^ LEXINGTON « aSHEBORO / 

^ salisburVs i ! ^ 

•v J - 



r>.NNAPOLIS 

I 



ALBEMARLE 



SANFORO y 

CARTHAGE ^.^ *^ 



\ 



dominated by wfmy-tv 

urbia— The heart of North Carohna's Prosperous Piedmont . . . YOURS with WFMY-TV! 
First in population . . . First in total retail sales I Call your H-R P man for full details 
on WFMY-TV coverage of INTEFiURBIA PLUS the big Industrial Piedmont! 

y 54 Prosperous Counties \/ 2.2 Million Population 
/ $2.8 Billion Market / $2.2 Billion Retail Sales 

ujfmij-tv 

GREENSBORO. N. C. 

Repmenled by 

Harrington, Righter & Parsons, Inc. 
New York • Chicago • Son Francisco • Atlanta • Boston 




. . . Pied Piper of the Piedmonl 
h LIVE TV in the Carolinas" 
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AGENCY MERGERS 

[Continued from page 33) 

al)le lo them." says Dave Williams. 

'I'lif merged agency is billing at a 
rale of §73 million lo $80 million, with 
some 35' r of it in tv and radio. How- 
ever, while most of RiiR's tv billing 
eonies out of Xew York I although 
Chicago is important for the agency). 
Er\\in. W^asey s big tv department is 
the agency's L.A. production office. 

*'\\ e've found surprisingly little du- 
plication. On the contrary, our people 
and accounts complement each other 
ver\ well." sa\s Williams. 

Each of the agencies, according to 
their top executi\"es. had already been 
knee-deep in marketing planning for 
their j)ackage goods accounts. But for 
both, a big factor in the merger was 
the fact that together they will have 
more top-level j)eople in New York, 
and in the various regional offices as 
well, can work on a top market- 

ing level with sales and advertising 
managers. 

■'All business is local," says Wil- 
liams. "And, to boot, only unusual ad- 
vertisers today can afford network tele- 



vision. Therefore, if you're set up to 
buy shrewdly on the local level, you've 
gained a major advantage.'' 

There's no cjuestion but that a small 
agency can be profitable and even more 
so than a giant one under certain cir- 
cumstances. Carl S. Brown, for exam- 
j)le, is an outstanding example of such 
a shop. However, its profitability 
stems from the fact that it is dominated 
by one account, which is a major net- 
work client and requires less staffing 
than a large number of accounts with 
small hilling would. 

The RilK-Erwin, Wasey merger was 
based on a diflerent theory of growth 
and profitabilit) . 

"We like diversification,"' says Wib 
lianis. "because we feel it is better for 
all clients, giving them a richer cross- 
fertilization of creative thinking." 

It also makes the merged agency less 
\ ulnerable to account loss and gi\'es it 
a greater scope in terms of new ac- 
counts it is staffed to attract. For one 
thing, it makes it possible for the 
agency management to put either more 
or entirely different talent in an ac- 
count group against a particular client 
problem. 



There's the added advantage of inter- 
city cross-fertilization through shifting 
men from one branch office to another. 
In fact, when a merger occurs between 
agencies in different cities (e.g. C&W 
with Ivan Hill, Chicago and Brisacher, 
Wheeler, San Francisco), one of the 
first things the new management does 
is to move certain key people into the 
office where they can both impart their 
experience and assimilate the experi- 
ence of the other agency. 

While the number of mergers in the 
agency field has been picking up speed 
over the last year, the same trend has 
been operating in other service fields 
and in industry as well. 

As in industry, agency mergers are 
generally brought about in top secrecy 
and on the loftiest management level. 
There are two ways the idea is born: 
(1) either through open solicitation by 
a "merger doctor"; (2) or, on a top 
management level where there is aware- 
ness of problems to be solved through 
a merger. 

When a "merger doctor" is involved, 
he is \er) likely to have thought the 
prospective agency's problem through 
and to have an idea about approacb- 
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;ll.lc a,^.•II.•i.•^ llial Uni.M 1.,- Mlitilhl.' for 
;i mrijztT. \(.iiftliclr^-<. it iii;n take 
^L'Ncnil muiitliN lu 11 \i"ai Ix fini- a iiht- 
nrr is finall\ .•fL-. l( '.I, nr ill.- l.-tl.-i nf 
iiilciil hctwccii llic |)riiici|)aU -i;im'(l. 

Moif oflrii llu- iilca of mi'ifiiii-.' ^lail- 
•;r()\\ ill".' l ijzlil williiii llic ajifiic) at lt>|) 
maiia^fiiifiil Icm'I. In li c ra-^t- of 
Mii-li ail iiiltMit Ix-finii In Ik- lutimird 
ahoiil l\M) or iiioif \('ar^ a*;!*. Soiiii- 
of llu" a<Zfiic_\ prim ipaN ulio liad (lis- 
ciisM'd Ihf .'nn.ci.l l)f.uaii Ifakiii-; lli.- 
iil.'a (IiMTclfl\ uilli llu- iiilciilioii of 
I uiliiij^ out ffi'lfis for pro^i i'cli\ (• mcr- 
j^cr parliifrs. 

W'li.Mi Iherc i> MO (Icr.iiitc middle 
man appointed to work out a met'lini: 
of ajrenCN heads, tin- ^coiitinu out can 
lake a lot loniier. For one liiinj:. Mini- 
potential partie> to mergers sli\ a\\a\ 
ver> fast if the ne\\> leak- heeaii-e the\ 
eon>i(ler nuM<;er talk as a "di-lress si>r- 
lud." It heeonie- \er\ didieult. there- 
fore, for the principal- of the two 
aseneies that miuht he interested to •;et 
together without "•iIn in<; aua\ too 
nim-h." 

Once the eoiiditions of the nierjier 
(generall) an exehange of stock at 
hook value I and the initial prohlenis 
ha\ e heen agreed upon and ironed out. 
a letter of intent i- -i-Mied uliicli states 




MY MOMMY 
LISTENS 

KiTE 



More Mommies and 
Papas in Sti»v ^UChnoO' ' 
Listen Daily to KiTE Than 
to Any Other Station^ 

Cics #2 

Coll Avery-Knodet, Inc. 



that the mciiici will lake place w thin 

a jiiNcn time In i two month-i 

proNidin;.; 'lie ac. i, -tan'- fiid I at t'. • 
.-tated ciiiid t on- pie\ail in eai li .i<.' n 
( \. >ii( h a letter of iiileiit 1 e( ..me- a- 
liiiidiiij; a- a coiiti act if I'k acc nintaMt- 
work .hc.k- nl.l. 

'ITli- i- the point when -one of tli 
more ticVli-li pnihleiii- pop up. 

How to oi-aiii/e the new mer'.:ed 
o|erationy liie\ilahl\. there'- -ome 
•M.-ad w. od" to I e ehaie.1 out of xari- 
ou> ('e)<arlieeiil- a- well a- a decree of 
i!u| licati n in re-poii-i! ililie- and fiiiu 
lion- t . he -moot! ed . \er. 

Kiv[{ and l a w in. W a>e\ an- jii-1 hr. 
Liiiniiiiz to tackle the-' prohlem-. Tlie\ 
ha\i' not \et formulated hiial plan- fo 
the delir.eatloii of re-poiisihilit ie- in tli • 
t\ -radio depa i lii'ent-. for in-taiici-. 
(;e;)|.;e Wolf head- up the Mi.l! New 
^ ork t\ (Ie; artiueiit. while Roln Hunter 
i- Krwiii. Wa-ex - New ^ ork t\ liea I 
Uoth aficiicie- ha\e -eparate men heai! 
injj; their ('hieairo and I . \. o| eratioiis. 
li.Mrs Chieuuoh -radio head is (ieor.iic 
\n(lerson: Krwiii. \\ii>e\'s i- "'llio: 
Moore. !n L.A. Krwiii. \\ as.-> !,.- '\ ■ 
h\ii t\ -radio ofTi.-e unrler !!orerl Ih-iM 
while Wi^W nuiiiitains a one-man -ei \ ice 
in that eit\. 

Theproi.lems of eoiini( tin<r re-pnn-i- 
hilities are more liteK t ) occur on the 
department head le\el and sonietime- 
it is the iii>olid.ilil\ of -uch prohlem- 
that hlocks a nier<:er. In the ideal -it- 
uatioii. the uiergiiiu apencie- lia\c 
stren<-ths and wcakne.-ses iu difTereiit 
departments. W hen t^ere"< a jireat dis- 
paritj in si/p i,f hilhnjr of the two 
luergiiig agencies, tin- i- u-uall\ auto- 
maticalh the ca-e -ince the departiiient 
heads of the smaller -hop are uiilikeh 
to ha\e the ( re-tiL'c to head up the 
merged department-. ^ 




WHEELING 

INDUSTRIAL EXPANSION 
STORY BOARD 



In.lii-tri.d .•xp,ui-i.,ii 1^ rapnl 

III llie W lirrhll^:. W e-1 \a. are., 

Ihat market .lata ide.i-rd -ix 
iiM.rilli-a:;.. i nuvs .,l,-.dete. 




N<-xs iiMlu-lry, -iirli a- Olin- 
\latliie-on (ilieniiral'- gif;aiiti<' 
new aliiininiiiii plant covering 
1.100 acre-, mean- new peojile 
. . . new hnyiim (mwer . . . new 
-ale-, record- for alert ach erlisers 




The he-t wav to reach tlil> luisy. | 
pro-perf(n- market i- through 
•?U).0(tO watt WTRF-TV the 
bia -lalion. \-k aii\ llollmgliery » 
man or rail Wheeling. Cedar * 



"Henry, darling, you're back on 
KRIZ Phoenix!" 



wtrf Iv 



Wheeling 7, West Va. 

"a station worth watching'^ 
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sell the 



that buys the 

TIME 



Richard A. Romanelli 

Account Executive 
Foote, Cone & Belding 

\ \ 

mi 

Charles Hofmann 
Media Group Supervisor 
Foote, Cone & Belding 




Paul E. Clark 
Timebuyer 
Foote, Cone & Belding 




A. G. Huber 
Assistant Director, Domestic Advertising 
Trans WorlcJ Airlines 

;l \^ / ,__ 



H:ivc you ever looked at your station as )0u would 
at a bar of soap? 

I liey'rc the same in a sense. Time, too, is a product 
and as a consumer — don't )ou generally choose a brand )0u 
know? National advertisers and agency men are consumers as 
well. They buy time. They, too, buy what they know. So — 
doesn't it make sense to let them know about you? Especially 
today — with 3500 stations competing for shelf space in a 
buyer's mind. 

This is the age of pre-selling and broadcasters are no 
exception. The stations that do not pre-sell may never sell 
national spot at all or wind up slowl) losing what they ha\e. 
The laws of promotion work the same for a pound of cofTec or 
a minute of time. 



iMORi: HUYINC TKAM.S RKAD SrON.SOR THAN 
ANY OTHER HROADCA.ST I'UBLICATION.* 

The fastest and most economical way to pre-sell 
time is an advertising schedule in SPONSOR. It needn't be large. 
It needn't be expensive. Even the smallest ad in SPONSOR 
is read — because every page in SPONSOR is read. It's that 
kind of a publication. The prestige publication in the field. 
It's read from cover to cover because there's something of 
interest and value on every page. 

More — SPONSOR reaches not just a part — but all 
members of the all-important buying team you seek to sell — 
the agency and the advertiser. Over lOO'^r more advertisers 
and over 15% more agencv men read SPONSOR than any 
other publication in the broadcast field. If you want to con- 
vince this team — SPONSOR is the most efTecti\e publication 
you can choose.* 

•Fvcry indcpcndcni study proves these Ijcts. We 
ihjll he hjppy to furnish them on request. 

SPONSOR — better than any other publication any- 
where — sells the team that buys the time. 



3P0N30R 

sells the TEAM that buys the TIME 



BIG and still growing 









ROCKFORP 

market power! 



in Illinois (^utside"chtelg^°" }. 

a rich market for your products or 

serwoes. Rockford is the 2nd largest 



and still growing 



• Survey offer Survey of 14 
counfies indicafes Unconfesfed 
Dominance of Narfhern lllinois- 
Saufhern Wisconsin area by 
WREX-TV. 

Cambined rural and indusfrial 
fallowing . . . ideal far fesf 
campaigns. 




Tv and radio 
NEWSMAKERS 



Alexander M. Tanger has been elected 
vice president of WHDH, Inc., as that Bos- 
ton organization readies the debut in Xo- 
\ ember of its new tv outlet. At the same 
time. William B. McGrath. vice president 
and managing director of WHDH-TV an- 
nounced Tanger's appointment as sales di- 
rector of WHDH-AM-FM-TV along with 
the appointment of Leslie Arries, Jr., as di- 
rector of tv. Tanger came to \^'HDH in 1946 as an account execu- 
tive, has served as commercial manager since 1933. He is a mem- 
ber of Radio Executives Club of New England and Ad Club of 
Boston. Arries, who will supervise station operation and coordinate 
with sales, comes from CBS Spot Sales in Chicago. He has been in 
television for 11 )ears and filled a variety of executive positions at 
\^TTG. W^ashington: WDTV. Pittsburgh: and also for DuMont. 

Hulbert Taft, Jr. heads up the executive 
group overseeing Taft radio-tv interests in 
four cities following a realignment opera- 
tion to allow for future expansion. Taft 
is now president and director of Radio 
Cincinnati, Inc.. and affiliated corporations 
in Columbus and Birmingham ( X^'TVX and 
WBRC), chairman of the board of WBIR. 
Knoxville. He will be in charge of policy 

and operations of all properties. ECC contracts, network contracts, 
construction, labor relations and major equipment purchases. Tlie 
other executive personnel of Radio Cincinnati who complete the new 
home office group are David G. Taft. executive vice president and 
director: Ken Church, vice president: Dorothy S. Murphy, trea- 
surer: \^'illiam Hansher: assistant secretary, and Donald L. Chapin. 
head of New York sales. Taft feels centralization is necessarv. 




i 



William H. Fineshriber, Jr. 47-year-oId 
\eteran of a quarter century in broadcast- 
ing, has been named to fill the ne\\ly-cre- 
ated post of director of international op- 



erations for Screen Gems. Erom his head- 
quarters in Screen Gems' New York office. 



^^^^^^V^H Eineshriber will direct all the overseas mar- 

HHHUl^^k keting operations of this Columbia Pictures 

subsidiary whose international staff has 
swelled to 39 sales representatives and whose tv programs are viewed 
in 17 countries outside the L. S. One of Eineshriber's first official 
acts will be a tour of the Ear East in October, accompanied by Ralph 
M. Colin. Screen Gems vice president and general manager. The 
purpose of the trip is to establish permanent sales offices and explore 
possibilities of producing programs in the Orient. Eineshriber \\as 
most recentK sales vice president of Tele\ ision Programs of America. 
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WREX-TV 

sales power! 



II^iSS^in'^M^aiTdi^lS-S-r 
both spots and programs "has earned 
many major awarSs for WREX-TV this 
year! For the best medium to reach this 

Sr'vJ^^!?vTt^'J^'.«"«""«-^''" . 

J. M. lAISCH, General Manager 
REPRESENTED BY H-R TEIEVISION, INC. 




they're right on 

KCMO-TV 



We parade the facts: More quarter 
hour firsts, according to Nielsen, 
June 1957, than the two other 
stations combined: 

KCMO-TV 255 
STATION B 54- 
STATION C 104 




KCMO 

WHIN 
KPHO- 

WOW 



TV 
TV 
TV 
TV 



Kansas City 

Syracuse 
Phoenix 
Omaha 



channel 5 

channel 8 
chanp I 5 
char, n J 6 



Joe Hartenbower, General Mgr. 
Sid Tremble, Commercial Mgr. 
Represented nationally by Kal: Agency 
KCMO-TV ... One of Were- 
dith's Big 4 . . . All-Family Stations. 



® 
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'SOR 
^ PEAKS 

Sarnoff on summertime 

W e liked the speech Boh SaniofT made lo x\BC T\' aOili- 
ate^ week in A'ew York. It was full of optimism and 
matin ity — pailii'ularly in it^ recognition tiiat \Va>liington 
prohe> may ultimately result in fuller puhdie understanding 
of network televi^ion'^ role in the hroadca>t medium. 

What we liked l)e^t was Boh SaruofTV determination to 
tackle >ome of t\\ major program prohlems head on. Many 
have tended to j^lirug off tv".s ^nniniertime doldrums as in- 
evitahle. But Boh Sarnoff ^ee^ summer as possihly heconiing 
"an opener for the succeeding season, instead of the tail 
end of the old one. " 

Boh Sarnofl, Boh Kiiitner. Manie Sacks and other key 
people at NBC will meet soon to sift ideas for next summer 
and fall. For the indu^try's sake, we wish them well. 

Timebuyers can win this battle 

Why should a station take the tronlile to furnish reports 
on who its clients are to a central source? 

Over years of cami)aiguing for published facts on >pot 
clients and their spending, sponsor and others have advised 
stations: You w^ill benefit from published figures because 
knowledge of what the competition is doing begets business. 

This ha^ never been documented better than in a recent 
checkup conducted by Bob Liddel, acting head timebuyer at 
Compton. made at the suggotion of Frank B. Kemj). media 
director. Frank Kemp wanted to know" whether spot tv busi- 
ne^? had been stimulated by the Rorabaugh Report (the 
data .service which provide^ TvB ^pot tv spending figure^). 

Bob Liddel found that: "within the recent paA we have 
had three distinct instances where local ?pot television was 
used in the place of network, or in addition to network, and 
one of the major contributing factors in recommeniling these 
strategies was information derived from Roral;angh Reports."" 

Unfortunately many station people do not understand that 
this sort of thing happens every week and we think it's up to 
the timebuyer to explain the value of competitive data to 
station men. By doing this, buyers insure expansion of 
reports the industry now gets from Rorabaugh and TvB — and 
prepare the way for rejjorts on spot and network radio. 

THIS WE FIGHT FOR: // you (Ion I think 
(idrcrlising needs lo sell its role better, go to 
see ''Will Success Spoil Rock Hunter?" It's 
(mother movie latu /tooning tr ndnien and rebut- 
tnl on (in organized basis is badly needed. 




lO-SECOND SPOTS 

Lobby: Ad in A.}'. Times: 

1)0\T BURY CAESAR! 
Do we get Sid Caesar Back or 
Do We ha\e to throw awav our 
T. V. Set.'^? 
Bring Back Caesar 
(And ue don't mean Julius) 
Write to: Cominittee for Caesar's 
Longevity, H. Machklis, 161-10 Jamai- 
ca A\e. ( rni. 516), Jamaica. >..Y. 

The ponies: To promote the new 
Vi'estinghouse station WJZ-TV in Bal- 
timore I former!) WAAM ) . two-dollar 
win tickets on Saturda) s sixth race at 
Timoniuin track were bought for the 
press. The race: \\'JZ-TV Special 
Handicap. Ride 'em, disk jockey! 

Science-fiction: From A'.}'. Times — 
"A group of psychologists speculated 
\ esterday that w hen man was ready to 
take off for the moon it would be a 
woman who would probahh make the 
first flight." Maybe this neiis calls for 
a neiv shoiv — Hop Harridan instead of 
Hop Harrigan. 

Boot boom: Acme Boot Co. of Ten- 
nessee, makers of cowboy boots, attrib- 
ute spurt in sales to t\ Westerns. 
\ou- ue're nailing lo hear from the 
Village Blacksmith. 

For Betty Coed: The new craze for 
old raccoon coats now sweeping the 
campuses prompted a WCFL, Chi- 
cago, contest in which these apparel 
antiques are the prizes. Ought to tune 
in that shou- icith a crystal set. 

Cangbuster: As thousands of Hous- 
tonians searched the city for KILT"s 
$25,000 treasure check, two young- 
sters turned up a package containing 
$15,000 worth of illegal heroin. 

Goodbye, Summer: Tv Guide re- 
ports this sign in a San Francisco 
shop window : "TV sold, installed and 
ser\ iced here. Xot responsible for 
Summer programs." 

Woo, woo! A vacationing McCann- 
Erickson cop\ w riter reports she rocked 
her Bostonian friend? when she ap- 
peared on Nantucket wearing toreador 
pants and wedgies instead of Bermudas 
and flats. ITatch for a new Madison 
Avenue novel — ''Girl in The Tight 
Fitting Slacks.'' 

Help wanted: From \ .Y . Times — 

AD\'ERT1S1\G \GENCY 
NN^Tnts a girl who can t\ pe well and 
take some steno. Ser\e as secty. ad- 
taker & e\en inspiration. 
.hist the thought insjnres us! 




the more you compare balanced programming, 
audience ratings, coverage, or costs per thousand — 
or trustworthy operation — ^the more youli prefer 



WAVE Radio 
WAVE-TV 



LOUISVILLE 

NBC AFFILIATES 

NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 



WFIE-TV, Channd 14, th« NBC afflllat* In Evansvlll*/ 
i$ now own«d and op«rat«d by WAVE, Inc. 




YOl Ml am SiOKK A 
• GHAiXn SLAM" #.V GOLF* — 
BUT . . 
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DAYTIME 




Radio 


Monthly 


Weekly 


Daily 


Station 


Homes 


Homes 


NCS 


NCS 






Reached 


CIrc. 


Circ. 


WKZO 


208,450 


107,490 


95,520 


67,470 


B 


106,570 


43,420 


38,670 


25,630 




WKZOTV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BAHLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO— PEORIA, ILLINOIS 



*ln 1930, Hobby J 01 



YOU NEED WKZO RADIO 
TO BREAK PAR 

IN KALAMAZOO-BATTLE CREEK AND 
GREATER WESTERN MICHIGAN! 

You just can't cover Western Michigan without WKZO . . . 
because WKZO gets the lion's share of the audience morn- 
ing, noon, and night. It delivers over 2]/2 times as many 
radio homes as the next station, according to Nielsen, and 
has almost twice the share of audience, according to Pulse. 
November, 1956 Nielsen figures at the left show that WKZO 
delivers 56% more homes daily than the second station can 
deliver monthly! 

Let your Avery-Knodel man give you the whole story. 

wm 

CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avery-Knodel, Inc., Exclusive National Representatives 

non the t .S. Open, I'.S. Amateur, Ihitish Open, and Rrilish Amateur. 



